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Seeking a share of a market is 
one thing, to work for the benefit 
of all, is another. The company 
ATOM AR LL Te 2 
will watch its product become 
the standard of the industry. 


AAD. 
AVIA \RS 


WY 


| INTERNATIONAL DRYER CORP. 360 ule We S ULL Yonkers, New York 
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The customer’s first look at your 
coin store or launderette shows up, 
or doesn’t show up, in your cash 
register. If she sees a ragtag col- 
lection of laundry equipment that 
makes your operation look “thrown 
together,” chances are her wash dol- 
lars will go elsewhere. 

That’s why the new Philco-Bendix 
Double Load Washer and match- 
ing 50-lb. Dryer are made for each 
other .. . and look it. They give any 
store acustom look. And these hand- 
some “Matched-Set” machines are 
the most efficient in operation to- 





day . . . their performance brings 
satisfied customers back again and 
again. 


Don’t waste a day in putting the 
Philco-Bendix ““Matched-Set” to 
work in improving the appearance 
and profit picture of your store. 
Send the coupon today! 


PHILCO-BENDIX 50-LB. DRYER 


Dries a full 27-lb. load in 30 minutes. e 
100% safe for all fabrics, even synthetics. 
e Dries clothes so wrinkle-free, many need 
little or no ironing. e Interior light for trou- 
ble-free unloading. « Convenient magnetic 
door latch. « Automatic safety door switch. 
e High-luster double-baked enamel finish. 


PHILCO-BENDIX DOUBLE LOAD WASHER 


Does twice the work of ordinary washers 
brings in double-load profits. « World’s 
safest, cleanest washing action. e« Exclu- 
sive pre-soak cycle, a must for heavy soil. 
e Built-in, not tacked, wired or stuck-on, 
mechanical coin meter for maximum security 
e Soak, wash and rinse-water temperature 
selector. « Handsome porcelain cabinet is 
permanently acid- and alkali-resistant 


ee ee 





Philco Corporation 
Commercial Laundry Sales Adv, Dept. COQ-é 
Tioga and C Streets, Philadelphia 34, Pa 


WC-9916-M ee. available without meter (WC-9916) and Model DC-9050 Dryer 


PHILC 


Famous for Quali ily the World Over 


| GET THE FULL STORY onthe 
Lop ik PHILCO-Benat« “Matched-Set”’ 


‘COMMERCIAL LAUNDRY SALES 
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Please send me information right away on 
the Philco-Bendix Double Load Washer and 
matching 50-lb. Dryer . . . also the name of 
my local distributor. 





Name 
Address 


City Zone State 


Ph Bendix Commercial Laundry Equipment is brought 
to you by Philco Corp 
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Insurance 
Coverage 
Protects 


Your Coin. 
Laundry 
Investment | 


maximum coverage 


at minimum cost! 


Fire 

Lightning 
Windstorm 

Hail 

Smoke 

Riot 

Explosion 

Vehicle Damage 
Vandalism 

Theft 

Plate Glass 
Customer Bailee 
Improvements and 
Betterments 
Liability—Products 
Business Interruption 


You get this complete Coin-Op 
Coverage, at such a low cost 
because you’re buying an all- 


in 


-one_ protection package. 


Only M. Kravetz & Co. gives 
you so much sound Insurance 
Coverage for as little as $200. 
Act now! Get all the details 
today. Write, or call. 


M. KRAVETZ ~ 





OL 6-4000 


& COMPANY 


880 Bergen Avenue 


Jersey City, New Jersey. 
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FEATURES FOR’ FEBRUARY _ 196I 


BALLOTS AND BUNDLES helped to put the Terrel! Self 
Service coin-op on the front page of the Jacksonville, Florida 
Journal. Here's how the coin-op-polling place produced profit 


for its owner. 


BIG PROMOTION CAMPAIGN OPENS COIN-OP CLEANER 
in the West. Two brothers from Arvada, Colorado, opened 
the first coin-op laundry-drycleaning facilitity in the Mountair 
States with much ballyhoo. 


SHOULD YOU OPEN SEVERAL SMALL OR ONE LARGE 
COIN-OP is answered by readers in this month's "Both Side 
of the Coin" feature. 


SPECIAL REPORT: COIN-OPS GO INTERNATIONAL. Here 
the latest information about American investments in oversea 
coin-ops received from bankers, manufacturers and government 


sources. 


AUSSIE INVESTOR INVESTIGATES AMERICAN COIN-OPS 
to see if the citizens from ‘Down Under" will take to this 
industry. Indications are that his tour resulted in a favorable 


mpression of our industry. 


PHONE FOR PROFIT the 


advice aiven by the New York 
Telephone Company. The proper ? 


approach t the ohone a 


ing tool is thoroughly discussed by an expert. 


THE COMPLETE FRANCHISE PICTURE is one that should 
be had by every investor. Learn 
ask, and what to do before you invest. 


what t¢ k tor what t 


KNOW YOUR TAX LAWS AND SAVE MONEY, Ac« 
Richard Shane discusses ways and means to meet y 


yations without overtaxina yourself 


GOING TO THE CONVENTION? Here's a partia 
box ths you shou aqanotm 
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TO STAY IN THE LAUNDROMAT 
BUSINESS, YOU NEED = WASHERS 
* DIRTY CLOTHES - SOAP=<and especially 
A HARD-WORKING, LONG-LASTING WATER 


HEATING SYSTEM You know /t—without hot water you're out 

of business until you repair or install a new heater. You can count your profit in 
terms of heating bills. The more efficient the water heating system, the better you 
profit. That's exactly why experienced laundromat operators tell you, “never go 
second-best on your water heater.” Which is another way of saying never go less than 
DAY & NIGHT armored jetglas storage boosters. They’re the only ones you can buy that pack a 5-year 
warranty. They carry it because new armored jetglas is an exclusive safety-seal of high-density glass which 
increases life expectancy of DAY & NIGHT far beyond the span of ordinary galvanized or other glass-lined 
heaters. And it’s a good 5-year warranty—complete heater replacement in case of tank failure. No charge 
for first two years, pro-rated for next three years. Dual Anodic Protection provides double protection 
against electrolytic action inside the tank. This is especially important to you if you're in a hard-water 
area. The DAY & NIGHT Commercial Water Heater man in your area has complete manifolding kits to cus- 
tomize your hot water system in balanced multiple installations 
for a long-lasting, efficient, profit-building operation. If you 
intend to stay in the laundromat business, 


i YOU NEED DAY & NIGHT 


5 YEAR WARRANTY 
6 JETGLAS STORAGE BOOSTER WATER HEATERS 


Be Two 100-gallon Jetglas Storage Boosters manifolded together serve the 
eee 20-unit Griffin Coin Laundry in Fort Lauderdale, Florida. For other, and 


complete specific application data, write to: 


DAY & NIGHT maNuFAcTuRING COMPANY 
855 Anaheim-Puente Road, La Puente, California 


Armored Jetglas Storage Booster 
Heaters in 70 and 100 gallon storage 
capacities with recoveries of 157 
and 185 gallons per hour respectively 


2t /00 deaoree rise 







Armored Jetglas Instantaneous 
Booster Heaters with 23 and 40 
gallon storage capacities plus 
recoveries of 80 and 135 gallons per 


He 





hour respectively at 100 degree rise 
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BEXKING 


Conventions Calling 


| 
> 


The closer January 31 comes, the surer we are that this | 
year’s conventions-exhibit, sponsored by the American Insti- | 
tute of Laundering and the National Institute of Drycleaning, | 


is a must for all COIN-OPerators to visit. 


For one thing, this year’s exhibit will be the largest ever 
put together by the A.I.L. or the NID. More than 70,000 
square feet of exhibit space will feature some of the leading 
manufacturers and suppliers of coin-operated equipment and 
the laundry supplies needed to operate a 
profitable store. Many companies have told us 
that they will unveil working models of their 
newest machines for the first time at Philadel- 
phia’s Convention Hall. 


Secondly, if past conventions are an indica- 
tion—and we believe that they are—coin-op 





ao 


drycleaning will not only dominate the NID | 


official sessions, but will be a topic of constant discussion at 
all of the hospitality suites made available by the manufac- 
turers and suppliers; at the dinner tables, and in the corridors 


of the hotels. We recall last year’s A.I.L.-NID conventions- 


- 


Sh gL 


~~ 


exhibit in Chicago, where a major topic of conversation was } 


coin-op laundries. The exhibit hall reflected this conversation 
by gathering together the biggest array of coin-op laundry 
equipment ever assembled under one roof. This year we 
predict the same treatment for coin-op drycleaning. And our 
reports from the manufacturers substantiate this. 


Finally, if for no other reason, you should go to hear Dr. 
Dorothy Siegert Lyle, NID’s Director of Consumer Relations, 
talk about coin-op drycleaning from the consumers’—yout 


—_ 


ng 


Ss 
i 


customers’-—point of view. Dr. Lyle, known for her thorough | 


presentations, will answer such questions as: What clothes 
does a woman clean in the coin-op units? Does she like the 
results? 


We're going to be there—how about you”? 


Editor 
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REVOLUTIONARY NEW IDEA IN BLEACHING 
THAT’S SWEEPING THE COUNTRY... 
LESTAR€ — THE PERFECT ALL-FABRIC 
BLEACH IN CONVENIENT, PRE-MEASURED, 


WATER-SOLUBLE PACKETS. 


LESTARE 





DRY BLEACH PACKETS 
by the makers of L€sS TOIL 


CUSTOMER JUST DROPS 
ONE PACKET IN - 
\.. WITHOUT OPENING... 
Dai 





ce ~ 
' eT ae 


oe ah, 
SAO. WA 
cover and contents 
dissolve in seconds! 





STARCH COMPANY 
Keever-Beach Division 
538 E. Towne Street, Columbus 15, Ohio 
Exclusive U.S. Agents for the 
Laundry Products of Lestoil Products, Inc. 
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LESTARE IS IDEAL FOR COIN-OPS 


PRE-SOLD FOR YOU 

Your customers already know LESTARE ... they’ve seen iton TV... 
they've read about it. And LESTARE sales prove they /ike it, 

so make sure it's available in your Coin-Op. 


CONTAINS NO CHLORINE 

LESTARE is safe for your machines ... safe for your customers’ 
washers. Can't burn, fade, yellow, or overbleach. It's the one perfect 
bleach for all fabrics: cotton, rayon, silk, wool, all synthetics... 
even wash 'n wear. 


GIVES SAFE, PERFECT BLEACHING EVERY TIME 

And it's so easy to use! No mixing, no measuring, no pouring, 

no danger of spilling. Whites come out whiter — washable colors 
brighter. Washes actually improve in appearance with each successive 
LESTARE bleaching. 


HELPS YOU BUILD LOYAL CLIENTELE 

It's those extras you offer that keep customers coming back... 
earn you extra profits. So offer them LESTARE and show them 
yours is the Coin-Op where they get the most! 


STOCK YOUR VENDING MACHINES WITH PROFIT — MAIL THIS COUPON TODAY 





INDUSTRIAL DIVISION - LESTOIL PRODUCTS, INC. 
191 GARFIELD STREET + HOLYOKE, MASS. 


Please send me free sample and full information on LESTARE 
for Coin-Vending Machines. 
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DEAR EDIT@R: 


Good Editorial 
I request permission to reprint 
in the “Coin-OP News,” the month- 


ly newsletter of this association, the 
editorial entitled, “The Good Asso- 


ciation,” which appeared in the 
December, 1960 issue of COIN-OP 
Magazine. 


Donald E. Paquette 
Executive Secretary 
Coin-Operated Self-Service 
Laundry Owners’ Assoc. 
Detroit, Mich. 


You may certainly have this per- 
mission, Don. All we request is the 
line, “Reprinted from COIN-OP Mag- 
azine,” be placed on the page.—Ed. 


Wants Unity 

Congratulations to you and your 
people for a very informative maga- 
zine. We, as an industry, will need 


you more and more in times to 
come. I am sure that I speak for 
the majority of coin store owners 
when I say that you of COIN-oP 
Magazine, and only you, have the 
means to keep us united and strong 
so that we may be influential in 
determining and deciding upon any 
local, state or federal legislation 
pertaining to our business. You 
must continue to stress the impor- 
tance of active association on all 
three levels. 

Please send me the names of 
officers of the National Association, 
the Illinois State Association and 
the Association for the city of 
Bloomington, Ill. 

My organization owns three coin 
stores and has plans for more in 
the future if we get fair legislation. 

Laurence Pritts 
Laridon Investments Inc. 
Bloomington, Ill. 


assure you that we will continue jg 










: i 
Thank you for your plaudits, We 


urge all owners to affiliate with , 
coin-op association.—Ed. 


Master’s Degree 


As part of the Master of Com. 
merce program at the University ol 
Toronto, my class is doing a qe 
search project on a proposed ¢oip.’ 
op laundry. In a recent issue of 
your magazine, I noticed a refer. 
ence to a comprehensive analysis of 
the “typical” coin-op. This is just 
the type of information that would 
be helpful to the study. I would} 
greatly appreciate your forwarding 
a copy of this material and other 
useful information you have avail- 
able. 

R. F. Jacobson 
Scarboro, Ontario 


The “Profile of the Coin-Op In. 
dustry,” to which you refer has been 
sent along with other data.—Ed. 


continued on page 71 



















RUST FREE 
HOT WATER 


For 15 years, NATCO Tankless water heaters 
have been providing rust-free wash water 

to over 14,000 commercial and automatic 
laundries—proving NATCO’s reliability 

and long life. The NATCO is durable. © 
Thousands in continuous use since 1946, 


Here are the reasons: 


. The wash water flows only through the 
all-copper heat exchanger. 


2. NATCO is indirect-fired, with an extra large built-in, 
heat reserve. 


3. The rusty, troublesome storage tank is thereby 
eliminated. 


NATCO has a lifetime guarantee that it 
can never - never cause rusty wash water. 


Woe 


gt 43rd AVE. CORONA 68, N.Y. 
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of Com. WASHER-EXTRACTORS build Coin-Op 

Versity of 

: : i 

sed at profits in these 4 ways... 

issue of 
a refer. 

nalysis of 

is is just NEW BUILT-IN CUSTOMER APPEAL — As easy and saje to 

at would operate as any domestic machine. New washing efficiency for giant 

I would § loads like 9’ x 12’ shag rugs or up to five conventional machine 

Twarding loads at once. 

nd other 

ve avail- NEW LOWER COST AND GREATER VALUE — Prices slashed 
up to $435 per unit. Rugged, proven commercial construction, as- 
sures trouble-free operation. 

0 

NEW CHOICE — CABINET OR PANEL MODELS — “Big 
1-Op In- Boy” panel model permits flush wall installation for more attrac- 
has been tive grouping of several machines, Installs in less space without 

—Ed. any special foundation. 

| page 7] 

——— NEW DROP-COIN OPERATOR —SHORTER CYCLE— No 
coin slide problems with exclusive drop-coin design with bent coin 
return. Completely automatic 25-minute wash (two high speed 
spins and 3 medium speed spins during cycle) requires less water 
and power. New automatic control adjusts water levels for both 
washing and rinsing. 

The new “Big Boy” has 
proved its profit-building 
capability in field tests 
the last 2 years. Be the 
first to get full details 

. on the new “Big Boy.” 
Send coupon now. 

| 
“Trademark 
I t-in 


TROY LAUNDRY MACHINERY, Dept. CO-261 


Division of American Machine and Metals, Inc. 


t it 
vater, 


N.Y. 





ewan ® 
Minow 
Troy Laundry Machinery Division of . 


American Machine and Metals, Inc. 


East Moline, Illinois 
Divisions of American Machine and Metals, lac. 


TROY LAUNDRY MACHINERY + RIEHLE TESTING MACHINES + DE BOTHEZAT 

FANS + TOLHURST CENTRIFUGALS + FILTRATION ENGINEERS + FILTRATION 

FABRICS + NIAGARA FILTERS + UNITED STATES GAUGE + RAHM INSTRU- 

MENTS + LAMB ELECTRIC COMPANY + HUNTER SPRING COMPANY + GLASER- 
STEERS CORPORATION 


EAST MOLINE, ILLINOIS 
Please send me details on the new, coin-operated 
LAUNDRITE “Big Boy.” 


FIRM 





ADDRESS 





CITY & ZONE STATE 


ATTENTION MR. 
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WHAT'S NEWS 


O PR®DOUCTS BLITERATURE CO ae 


IMPROVED DRYER 


An improved JET 60 commercial 
dryer is now being offered by Clesco 
National Products, Inc. New features 
include, more positive heat flow, which 
is said to trap, direct and control heat. 
The unit’s burner assembly has been 
repositioned in conjunction with new 
baffling. A modified impeller system, 
more rigid lint door, and newly-de- 
signed self-cleaning lint trap have also 
been added to new models. 

CIRCLE READERS SERVICE CARD No. 50 


16-POUNDER 


A stainless steel 16-pound coin-op 
washer manufactured in Sweden is 
the latest addition to the Wascator & 
Wascomat of America line. The Was- 
comat unit is said by the company to 
be the only 16-pound washer-extrac- 
tor with reverse washing action, where- 


by the washing cylinder reverses it- 
self four times each minute. Other 
company claims for the new unit are: 
stands on the same size foundation 
aS a nine-pound unit; contains no 
gears, clutch or solenoid; comes with 
a one-year “unconditional” guarantee. 
CIRCLE READERS SERVICE CARD No. 51 


HAIR DRYER 


Designed especially for coin-ops, 
Coin-op Industries’ new “Charm 
Chair Hair Dryer” features a built-in 
meter, adjustable money receptacle, 
reinforced steel back and built-in floor 
brackets. 

CIRCLE READERS SERVICE CARD No. 


LOCK SYSTEM 


A lock system said by its manu- 
facturer to provide highest security 
and maximum protection on coin-op 
equipment is available from the Solon 
Super-Lock Co., Inc. The NIX-PIX 
utilizes a combination system whereby 


the CoIN-Operator sets the right com- 
bination on the withdrawal key to 
remove the lock cylinder. He can 


then set one of the 65,536 combina- 
tions on the cylinder. The lock can 
then be opened only by setting the 
right combination on any NIX-PIX. 

CIRCLE READERS SERVICE CARD No. 53 


PRESSURE-SENSITIVE SIGNS 

To eliminate the need for expensive 
hand lettering and sign painting, Buy- 
lines Printing Co. has introduced a 
complete set of “Scotcheal” signs for 
coin-ops. The pressure-sensitive signs 
can be applied permanently to any 
smooth surface, the company says. 
Each kit contains enough Scotchcals 
for a 10-unit coin-op and includes 
numbers for machines, labels for vari 
ous pieces of equipment, headings for 
services centers, directions for care of 
equipment, etc. 
CIRCLE READERS SERVICE CARD N 


PRE-FAB COIN-OP 
Porta-Build, Inc., Div. of Cross- 
land, Ind., Inc., is now manufacturing 
a completely pre-built series of coin- 
ops, ranging up to a 52-foot model. 
The laundry units are being manu- 
factured in four sizes or Porta-Build 


will build to the buyer’s specifications. 
Units are equipped with G.E. wash- 
ers. Literature fully describing the line 
is available upon request. The com- 
pany says that distributorships and 
special financial arrangements are 
available. 

CIRCLE READERS SERVICE CARD N 


CIGARETTE VENDER 


The “Twenty 700” line of cigarette 


The products, developments a 
literature announcements appear. 
ing in this section represent 
most up-to-date thinking in the ine 
dustry. Each item bears a key 
number. To learn more abo 
items which you feel will help yoy 
make your operation more profity 
able, just circle the appropriate 
numbers on the Reader's Service 
Card. Information will be sent ati 
no cost or obligation to you. 


; 


venders recently introduced by Ro 
Mfg. Co., Inc. is available in a “whole 
spectrum” of decorator colors, in both 
electric and manual models. 

units are said to be trouble-free, tom 
have enough flexibility to sell any 
brand desired and, because of the “I 
shift and 10 standard column” feg 
ture, to eliminate the need to doubl 


up on columns for fast sellers. Both , 
the electric and manual models fea 
ture the patented Rowe “Rowetalizer.” 
The electric model features fingertip 


pack button selection. 
CIRCLE READERS SERVICE CARD No. 56 


BOILER BULLETIN 


Complete specification covering 55 


boiler sizes in both vertical and hore |_| 


zontal models, plus 114 sizes of re 
movable U-tube heating elements, are 
the contents of an illustrated eight- 
page bulletin available from Niagara 
Weldments, Inc. The company mat- 
ufactures a line of storage water heat 
ers under the trade name “NiaWel.” 
A special section of the booklet com 
tains a fast, convenient method fot 
selecting the correct tank and heating 
element size. 

CIRCLE READERS SERVICE CARD No. 5 


COIN-OP VACUUM CLEANER 


The Pullman Vacmobile, manufac 
tured by the Pullman Vacuum Cleaner 
Corp., said by the company to be am 
optimum means of picking up spilled 
suds and water; cleaning walls, pipesy 
and ceilings; and preventing fire haz 
ards by removing lint accumulations: 

continued on page 
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We are pleased to send you 
this copy of COIN-oP and look 
forward to receiving any com- 
ments or suggestions you may 
have regarding your industry 
publication. 


Because of your overwhelming 
support and acceptance of 
COIN-OP, we have increased the 
frequency of publication to 
an issue a month. 


We are now able to give you 
more profit-making ideas, tips, 
case histories, product informa- 
tion. In short, more of the same 
in-depth reporting that will enable 
you to make your coin-op an 
even more profitable investment. 


The Editors 


FIRST CLASS 
Permit No, 33285 
New York, N. Y 


READER SERVICE DEPARTMENT 


COIN-OP 


BUSINESS REPLY MAIL 
Postage will be paid by 


10 East 40 Street 


: 
3 
: 
i 


New York 16, New York 





A subscription to COIN-OP has 
been entered in your name. To 
assure prompt and direct deliv- 
ery of your magazine, please note 
your correct address on the 


postage-free card below and mail 
it to us today. 


If you know of other CoIN-op- 
erators, who you feel would qual- 
ify to receive this specialized 
magazine, please note their 
names and addresses in the space 
provided on the card below. 


Thank you. 
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Incomparable SAVE SERVICE CEN TO pitas os | 


Only SA Corporation with he 
ML CLT Titel ma ate manufac- 
Tah: facilities, and Pe olay alt=) 
in the franchise field could make 
the FIVE-IN-ONE SAVE SERVICE 
al UCL ye to those dis- 
cerning investors who EET 
to succeed. 















Here, in one attractive pre-built building are five success- 
ful coin-operated businesses designed to attract the 
economy and budget minded public, ready to work for you 
twenty-four-hours a day. 





e Violet Ray Coin Laundry. The fabulously successful Sani- e Beautette. Milady can wash and dry her hair in privacy 
tary Coin Laundry that has become so popular through- while waiting for her laundry. 
out the country. 
e Grocerette. A coin-operated grocery store dispensing 
e Hurricane Auto Wash. Completely coin-operated auto- eight different most-used staples day or night. 


matic car wash for only 50¢. 
e Free Play Land. Enables the customer to take advantage 


e Valette. Twenty-four hour coin-operated valet dry clean- of the many services of the SAVE SERVICE CENTER with- 
ing service to provide an extra service for the customer out interruption for the youngsters. And of course coin 
and extra income for the operator. changers and vending machines for almost every need. 


SAYVE’S PROFIT PROVISION PLAN PROVIDES BUILDING, ALL EQUIPMENT, FIXTURES, 
INSTALLATION, FRANCHISE, ADVERTISING AND PROMOTION AND FINANCING. 


TAKE ADVANTAGE OF THIS OPPORTUNITY NOW. LET US EXPLAIN HOW THE SAVE 
SERVICE CENTER CAN HELP YOU TO REALLY SUCCEED. WRITE! WIRE! PHONE! 


Be sure to see us at the NID Show in Philadelphia. Booths D21-25 


OF AMERICA, INC. 


SAYVE CORPORATION 1416 central Parkway / Cincinnati, Ohio / CHerry 1-3750 
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LOOK INSIDE... YOUGE 





RCA WHIRLPOOL WASHERAR 








agitator cap 
| 
. type 
money vault 

EASY TO INSTALL . . . NON BOLT-DOWN EASY TO SERVICE . . . HINGED TOP ; 
3-point suspension absorbs shock, torque, vibra- Just lift the RCA WHIRLPOOL washer top (hinge 
tion. No counterbalances, weights, springs or at back) ...and approximately 2 of any servis 
snubbers required. Vibration-free operation at ing required can be reached easily, withoil 
all times. Bolting down is never necessary . . . moving washer from position. This accessibilit 
assuring quicker, easier installation. is your assurance of much easier maintenane 
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BUILT-IN COIN VAULT 


An integral part of the 
RCA WHIRLPOOL washer. It is 
tamper-proof . . . with a steel 
facing plate and screw-in bolt 
which prevents unauthorized 
opening without proper key. 


RUGGED TRANSMISSION POSITIVE WATER FILL 

Built to assure years of trouble- Water pressure... not a lf 
free service. Gears are perma- mechanism . . . controls fill 
nently sealed in the case. Sealed- Even if city water pressl 
in-oil bearings are used in both lowers, the timer on this a j 
top and bottom of RCA WHIRLPOOL will not start until the prop, 
washer spin tube shaft. water level is reached. i 


Yse of trodemarks ws and RCA authorized by trodemark owner Radio Corporction of America 


RCA WHIRLPOOL COIN WASHERS ARE ENGINEERWIN 


COIN-OP 


F 


UBEE WHY 
ERARE YOUR BEST BUY! 


Here’s built-in quality that 
results in minimum attention 


It would be dangerous practice to buy coin 
washers on outside appearance alone. Look 
inside! That’s where RCA WHIRLPOOL wash- 
ersshine even brighter. That’s where you'll 
get an important view of the built-in qual- 
ity, the precision engineering, the rugged 
construction . . . plus ease of installation, 
economy of operation, and ease of main- 
~~ | tenance. That’s where you'll get a better 
‘ked-on | idea why the RCA WHIRLPOOL does such a 
fator cap} gentle, yet thorough job . . . the same 
dependable washing and rinsing time after 
time, giving the customer satisfaction that 
assures profitable repeat business. Take 
the time to investigate carefully. Look 
inside and you’ll see why RCA WHIRLPOOL 
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: ! 
p (hing washers are your best buy! 

ny servis 

; withoy MODEL CL-14 
cessibilit 

ntenane Here’s performance that 


f builds repeat business RCA WHIRLPOOL coin-operated washers products of 


With 10-lb. capacity ... the size most 
women like most. .. there’s less tend- (A) @ oof, 
ency to overload. ‘‘Million-currents’”’ 
water action results in thoroughly clean 


washings. Satisfies customers . . . builds 


repeat business. CORPORATION 


St. Joseph, Michigan 












| Whirlpoo| Corporation 
Commercial Laundry & Drycleaning Div. 

| St. Joseph, Michigan 

| Please send complete information on RCA WHIRLPOOL coin 

| washers. co-2:1 
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NEERIWITH BOTH OPERATOR AND CUSTOMER IN MIND! 
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Ballots 


and 


Bundles 


At about 7:30 p.m. on Novem- 
ber 8, the nation sat glued to 
their TV sets awaiting the re- 
sults of the presidential election. 
TV station WPIX, in New York, 
was giving special coverage to 
those states where the voting was 
running neck-and-neck. Florida 
was one of these states. On the 
screen was flashed a picture of a 
Jacksonville coin-op equipped 
with voting machines and 
crowded with scores of people 
who had come to cast their bal- 
lots. 

COIN-OP magazine, determined 
to find out why this operator de- 
cided to allow his premises to be 
used as a voting place, contacted 
the Associated Press to learn the 
name and location of the store. 
The coin-op, as it turned out, is 
Terrell’s Self-Service Laundromat, 
Arlington East Shopping Center, 
Jacksonville, Florida. 

In a letter to owner W. H. 
Terrell, we asked why the coin- 
op was selected as a_ polling 
place; of what benefit it was; 
what inconveniences were en- 
countered, and how many new 
customers can be attributed to it. 

“W. H. Terrell,” as it turned 
out, is a woman. She took the 
time to write us a letter, from 
which we quote: 


Coin-op logical 

“My laundromat was chosen 
as a voting place because of its 
roominess and convenient loca- 
tion. I think, too, that the voting 
Officials were aware of the fact 
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that a coin-op is, by its very na- 
ture, a place where people con- 
gregate. 

“The heavy turnout of people 
caused me inconvenience in two 
ways: 1. It seems that even the 
most patriotic and duty-minded 
citizens are sloppy in a public 
place—cigarette butts, etc. This 
necessitated frequent sweeping. 
2. Customers forewent washing 
on this day because access to 
machines was difficult. I estimate 
that election day cost me $40-$50 
loss in sales. However, I feel that 
this loss is more than offset by 
the free advertising (in Terrell’s 
case a front-page picture in the 
Jacksonville Journal) 1 received, 
the good public relations with 
municipal authorities, and the 
general good-will I created. 

For instance, a brand-new sub- 
division several blocks away fell 
into our precinct. Many of the 
occupants of this development, 
who came to vote in my coin-op, 
were not even aware of its ex- 
istence. Since the election I have 
noticed that many of them have 
become regular customers.” 

The Terrell coin-op is equipped 
with 24 washers, six 50-pound 
dryers, one recently-installed 25- 
pound washer-extractor, and a 
water-softening unit. Other than 
the fact that the store is unusually 
wide and spacious, it is not a 
unique location. Much of its 
great success is due, no doubt, to 
Miss Terrell’s heavy promotion 
efforts. Another example of it is 
shown in the closing paragraph 





Taken at the height of the voting, this picture (left) of the Terrell coin-op was given 
front-page treatment by a Jacksonville newspaper. 


of her letter to COIN-OP: 


Publicity-minded 


“My laundromat also made 
the front page about two years 
ago — from a ‘human interest’ 
angle. It seems that a black cat 
insisted on roosting in one of my 
washers. All I could see were two 
green eyes staring out at me. 
Frankly, it scared me out of my 
wits. I took her out twice, but 
each time she got back in. Final- 
ly I decided to take advantage of 
the situation. I called the Jack- 
sonville Times-Union. A reporter 
came to get the story and to take 
pictures. The paper gave me a 
nice write-up with a very compli- 
mentary picture of my laundro- 
mat. The publicity brought many 
favorable comments and many 
curious people who became regu- 
lar customers.” 


Free publicity 

There may not be any black 
cats asleep in your equipment, 
and it’s a cinch that there won't 
be a national election for another 
four years. But that is not suffi- 
cient excuse for you to sit back 
and wait until either or both of 
these phenomena take place. The 
point is clear: You can take ad- 
vantage of many local and na- 
tional events and convert them to 
free publicity for your coin-op. 
And like they were for Miss Ter- 
rell, the results will be gratifying 
and immediate. Your job is to let 
as many people as possible know 
of your coin-op. © 
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... With the new ABT Bill Changer 


t, Now you never need to lose a sale for lack of change! The new ABT 
t Bill Changer insures round-the-clock operation and profits with its 
T ready supply of change. This fully perfected unit accepts,a dollar bill, 
i- authenticates it, and delivers change in coin combinations you choose. 
k Phony and foreign money immediately refused. 


FAST PROFITS © 





~ QUICK CHANG 





insured Dependability 


Every ABT Bill Changer is leased 
with full protection of contents. An 
insurance policy guarantees the 
money content of both the bill 
changer and combination coin and 
bill changer, and completely protects 
operator from loss due to burglary, 
vandalism, etc. 


yf New, sturdy cabinet offers complete security, inspires user confidence oo 


and builds your service “image.’”” Change money—make money with 
the ABT Bill Changer! 


oy Ww? 


MANUFACTURING CORPORATION 
DIVISION OF AUTOMATIC CANTEEN COMPANY OF AMERICA 


Sales Offices: New York; Chicago; Washington, D.C.; Boston; Detroit; Kansas City; Los Angeles 
CIRCLE NO. 2 ON POST CARD 
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ABT Manufacturing Corporation 
2500 North Main St.—Dept. Co-1 
Rockford, Illinois 


Please send literature on ABT Dollar Bill Changer. 
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SELF SERVICE - DRY CLEANING 
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\ Jaundry Vik age | 


WASH & DRY - 


EQUIPPED 





SELF SERVICE 
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Big promotional campaign 
launches coin-op cleaner 


Mountain States operation makes use of hand 


bills and display ads to announce opening 


C oin-operated drycleaning came of 
age virtually at a single stroke in 
the Mountain States when the Gi- 
gantic Cleaners & Laundry Village 
went into operation in Arvada, Col. 
This first Western coin-operated 
laundry and drycleaning facility, 
featuring eight drycleaning units and 
29 washing machines is located in 
a new shopping center in the north- 
western suburb. According to Stan- 
ley Orlin of the Denver-centered or- 
ganization, the space was leased for 
another business. However, when 
Leonard and Stanley Orlin, the 
brother-partners, found that coin- 
operated laundry and drycleaning 
equipment could be obtained before 
the turn of the year, they dropped 
the idea of any business except the 
drycleaning and laundry village. 
Installed at a cost of approxi- 
mately $15,000, the drycleaning 
units were given tremendous promo- 
tional emphasis for the grand open- 
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ing in December. Included was a 
full-page ad in the Rocky Mountain 
News, a three-quarter page ad in 
the Denver Post, five display ads in 
neighborhood newspapers covering 
small suburbs in the Arvada area, 
plus distribution of 5,000 handbills. 
Included in each of the display ads 
was a coupon good for one free 
eight-pound load, together with a 
complete description of the dry- 
cleaning process and an invitation 
to visit. Only 130 of the coupons 
could be honored, inasmuch as 130 
hours was the capacity of the eight 
units during a single day. 


Everyone's a Customer 


Customers came from all walks 
of life, including housewives, post- 
men, policemen, families of busi- 
nessmen owning adjacent stores, 
military personnel, and a surpris- 
ingly large number of bachelors. 





Some 
Orlin's therefore had several people on hand 


of the women needed help. The 
to explain how 


to use. 


simple the machines are 


COIN-OP 
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a BURKAY commercial water heating system provides rust-free, 
sparkling-clean hot water, helps keep your customers satisfied 


After a short time of meeting a 
laundry’s tough hot water demands, 
some water heaters begin to deteri- 
orate. Rust, corrosion particles, 
and scale deposits appear in cus- 
tomers’ clothing. Obviously, you 
want to avoid such a situation. 
You can—with a Burkay gas-fired 
commercial water heating system, 
specially designed for laundry appli- 
cations. In a Burkay water heater, 
all waterways and fittings are rust- 





PERMAGLAS DIVISION 


RAMRAKEE, 1LUNGIS * HEWARK, CALIFORMIA 
6. ©. SMITE (eTERBATIONA 6. 4, BILWAREEE 1, wis 
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and corrosion-proof copper, brass, 
or bronze. And Permaglas storage 
tanks are glass-lined; they can’t rust 
either. Result: You enjoy plenty of 
hot water and customer satisfac- 
tion—year after year. 

This is just one of the many 
reasons why it will pay you to in- 
vestigate Burkay water heaters and 
Permaglas glass-lined storage tanks. 
Get the full story by returning the 


coupon below. 





BOOKLET 


Se 
A. O. SMITH CORPORATION 
Permaglas Division, Dept. CO-261 





Compact Laundry Water Heating System— 
including two BURKAY model 718 coil-type 
water heaters and a PERMAGLAS glass-lined 
storage tank—conserves valuable floor space, 
minimizes piping heat losses, supplies all the 
hot water you need at low operating expense. 





Please send me information on Burkay commercial water heaters and 
water heating systems for laundries. 
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The average customer, whether 
bearing an introductory coupon or 
paying cash for the first cleaning 
load, brought sports clothing, 
sweaters, slacks, drapes, and chil- 
dren’s woolen clothing. It was ob- 
vious that most of them were a bit 
skeptical about the drycleaning 
units, and wanted to “experiment” 
with older garments. Most, how- 
ever, immediately went back for 
their “best duds” after they saw 
how well the equipment worked. 


Customer Reactions 


The Denver equipment distribu- 
tor who made the installation kept 
a man stationed near the bank of 
drycleaning machines to hand out 
customer comment cards. Com- 
ments were predominantly enthusi- 
astic, and included: “Remarkable” 
—*"TI didn’t believe it was possible” 
—*"TI’m surprised at how well the 
clothes look” — “I’m going to do 
more of my drycleaning this way.” 
Fifty loads, put through during the 
first day and a half, resulted in no 
less than 32 enthusiastic cards. Evi- 
dent was the economic impact, with 
three out of five first-time users 
mentioning their appreciation of the 
price — $1.50 for an eight pound 
load. 


Kids' Clothing 


As the Orlins’ predicted, there 
was a predominance of children’s 
clothing. Neither partner, however, 
had anticipated anything like the 
large percentage of household work 
such as bedspreads, blankets and 
drapes which turned up in the heavy 
traffic. 

The bank of coin-op cleaning 
units is installed within a Formica 
enclosure, 22 feet long by six feet 
deep, along the right wall of the 
Village store. Fine water-spray fa- 
cilities are located at a Formica- 
topped table at the front end of the 
enclosure at the left rear wall. Each 
of the spotting tables, using only 
water spray, is equipped with two 
high-pressure nozzles. Two women 
were hired as hostesses to instruct 
customers on the use of the spot- 
ting guns and on the loading of the 
machines. Translucent signs above 
the bank of pastel green drycleaning 
units carried most of the instruc- 
tional load. 
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The most puzzling element, as far 
as customers were concerned, was | 
the fact that cleaning cycles would | 
extend anywhere from 45 minutes » 
to one hour. The two girls were 
educated to explain that a sensing 
device in the machine would auto- 
matically re-act to the amount of 
moisture in the clothing, cutting off 
the machine only after all moisture 
had been eliminated, thus making 
some one-hour cycles necessary, 
Break-Even Point 

The cash break-even point, as the 
machines are currently installed, 
calls for four hours of operation of 
all eight units per day, according 
to Stanley Orlin. Whether or not 
this figure proves valid depends 
upon whether it is necessary to keep 
a paid attendant on the job, whether 
there are unexpected increases in 
operating costs and maintenance 
expenses. 

The coin-op laundry also got off 
to a flying start. Washer-usage, un- 
derstandably, was light in compari- 
son to the heavy coin-op dryclean- 
ing load. However, the Orlins feel, 
coin-op laundry wili be spark- 
plugged by the presence of the dry- 
cleaners; the opportunity to handle 
family laundering and drycleaning 
needs simultaneously will build each 
facet of the Village. 

Good Location 

Along with 29 washers, the coin- 
op provides 10 dryers, a complete 
line-up of vending machines, com- 
fortable plastic chairs, and counts 
on such advantages as the con- 
venient nearby location of a super- 
market, dairy store, drugstore, and 
restaurant, to provide plenty for cus- 
tomers to do during the 46 to 60 
minutes drycleaning cycle. O 


There was a_ predominance of children's 
clothing taken to the coin-op (top). This 
was exactly what the Orlins' predicted. A 
clothes rack (center) was installed to help 
“hang the creases" out of the drycleaned 
garments. The distributor stationed men at 
the bank of the units to collect customer 
comment cards. 
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Welcome 


N. i. D. Conventioneers! 


SEE THE NEW 1961 


LINE OF VENDORS 
NOW! 


at Booth 15 


pe 


GEE 


/ 


@ 2and 4 column 10c box vendors 


@ 5 and 7 column 5c packette vendors 


for these nationally advertised products: 





Packaged and Distributed nationally by 





1207 HORD STREET * DALLAS 2, TEXAS 
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NOW! 






























DRYERS “World's most modern 
commercial dryer!” 


ACTUALLY SAVES UP TO 50% GAS CONSUMPTION! 



















LOWEST PRICE EVER! 
Compare the streamlined dimensions and design of JET dryers with larger, 
bulkier units that cost up to 50% more! 
TAILORED CAPACITY! ° 
Success-proven for customers’ average under loading . . . eliminates wait- 
ing periods! | 
NEW AIR FLOW! 1 | 
Exclusive JET innovation traps, directs, controls heat flow... for maxi- | E 
mum performance, minimum operating cost! | 
SELF-CLEANING LINT TRAP! | 
Simple yet effective and foolproof. Conveniertly located . . . safe from 
vandalism. 
ECONOMY PERFORMANCE! 
Gas consumption for average load in a bigger dryer costs the operator 
almost three times as much as the same load in a JET 60 dryer! 
MOST POPULAR FEATURES! 
Including famous ULTRA-VIOLET RAY LIGHT, complete front servicing, 
fully enclosed cabinet and safety door! 
SAVE MONEY, SPACE and CUSTOMERS! 
her- extractor!” 
1, 20 Ib. capacity each. The profitable and pro- 
ansion and replacement market! 
ged consumption! 
‘0 ih gear drive. No jack shaft. No sole- 
g@ mounted outboard, untouched by water. 
| simpli ity, less complicated features, economy of 
uct with tiue resale value! wm 


AMAZING 60.000 B.T.U.— 180 DEGREE DRYING TEMPERATURE! (F 





60 DRYER 
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NEW! ‘ NEW! 
RECESSED 
| MOUNTING LOCK 

PREVENTS PREVENTS 
PRYING! _ CHISELING! 


AVAILABLE IN MODEL 200 SERIES ON 



































AUTOMATIC DRYCLEANERS 


“World’s newest, most profitable coin-op conception!” 


LARGEST CAPACITY! Multiple individual drycleaning units in a single construction, up to 15 Ib. capacity each! 
BIGGEST PROFIT! 40 minute cycle, 8 gallon solution flow per unit, filter and muck cooker provided with tank 
boost volume and profits sky-high! 


LOWEST PRICE! Multiple design means savings per unit almost half the cost of other models now on the market! 
GREATEST PERFORMANCE! A truly commercial construction expertly-designed by professionals in the industry and 
for the industry! No domestic counterpart! ; 








2 
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BEFORE YOU INVEST . . 
INVESTIGATE THE WORLD'S 
FIRST REALISTIC. COIN-OP fie 
DRYCLEANER — | ee 
420-DC AND 220-DC! 


220-DC AUTOMATIC 
DRYCLEANER 


SAVE TIME! SAVE CUSTOMERS! SAVE PROFITS! 


< 








“individual Bucket Sa Mounted in a Row!”” 
Me cans olay Coosa aaa 













MAXIMOST SECURITY! 
COIN CHANGERS 


“World’s Most Protective, Most 
Versatile Changers!” 

9 POPULAR MODELS TO SERVE 
ANY CHANGE-MAKING NEED! 


BIGGEST CAPACITIES! 


Unit for unit, you save stocking 
time! No dangerous tilting tube- 
loading. 


| 
GREATEST NUMBER NEW! TWIN SET, TOO! 
OF VENDS! DELUXE MODEL 


Design and capacity per unit give oe aan 
you greater number of change 

















INDIVIDUAL CHANGERS 
DEPOSIT 




















DEPOSIT | 


RETURNS 











transactions! ak eh Se [110 [1 dime [2 nickels 
> nicke 

CESSED «6h GUARANTEED Quarter [2 dimes—1 vical | 1254 [1 quarter [T dime—a nickels | 
(aN BURGLARPROOF! Dime 12 nickels 150.0 [Rai dtiar| quarters nickels | 

ck (0) Industry's first vault construc- 2 nichols [1 dime | 150-1 [af dolar|1 quarter—3 nickels—I dime | 
EVENTS 3 tion, all models. Optional burglar [150-2 |Walfdoar|quarter—2 dimes wih | 
ISELING! alarm and insurance covering pRINTED IN U.S.A. }150-5 [Half doliar|5 dimes 

150-25]Half dollar}2 quarters 
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NATIONAL PRODUCTS, INC. 


249 West Mitchell Avenue © Cincinnati 32. Ohio 
LIberty 2-1155 
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WATER 
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A 
FULL 
REVIEW 
OF WATER 
EQUIPMENT 
USED IN COIN-OP 
INSTALLATIONS FOR 
GREATER PRODUCTION 
AND EFFICIENCY. THE 
MARCH ISSUE OF COIN-OP 
TURNS THE SPOTLIGHT ON 
BOILERS AND WATER CONDITIONERS 
IN THE FIRST COMPLETE COIN-OP 
WATER EQUIPMENT DIRECTORY. AN 
ISSUE THAT WILL BE CONSULTED AGAIN 
AND AGAIN FOR SOURCE INFORMATION. ALSO 
ALL THE REGULAR COLUMNS AND FEATURES 
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HOLD EVERYTHING! 


The best is always worth waiting for and the new 


Westinghouse coin-operated Dry Cleaning machine is here. 
f 





We can’t promise you immediate delivery, but we can 
promise that the Westinghouse Dry Cleaner will be the 
most profitable, trouble-free coin-operated Dry Cleaner 
on the market. Westinghouse is building it to the same 
exacting standards and dependable performance you 
expect from the people who make the commercial 7045 North Western Avenue, Chicago 45 


Offices in principal cities 


Laundromat®. And that’s good! So...hold everything! ip canada, Ltd., 54 Advance Road, Toronto, Ont. 


ALD continues to set new standards for the laundry store industry 
© ALD, Inc. 1961 
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Which is best: 


WE'LL STICK WITH ONE LARGE STORE 


The COIN-oPerators who are, at least for the time being 
content with the ownership and operation of a large store, 


(usually 30 or more 


washers) are not really opposed to 


the idea of owning two, or even a chain of coin-ops. They 


are investors. 


And just as the term implies, they have an- 


other primary or secondary means of deriving their income. 
They believe that it’s just as easy to maintain one large 
coin-op as it is one small one, while you make more money 


from the large one. 
coin-ops. 
was the prevailing one. 


After several months of heavily 
one-sided “Both Sides” responses, 
this month’s 56 _ per-cent-for-one 
store, 44 per-cent-for-several stores 
split is almost a relief. Also, our 
last three “Both Sides” features 
evoked sharp, sometimes bitter re- 
sponses. By contrast, the question 
“Is one large coin-op more desir- 
able than several small ones” 
evoked a calm, soft-spoken re- 
sponse. We got the impression that 
this was a question that many COIN- 
oPerators had thought out before 
they even went into business. 

Typical of the many letters that 
could not honestly be placed in 
either category was one from a San 
Diego four-store owner. He, like 
some other respondents, chided us 
for even asking the question. He 
wrote: 

“This is, in every sense of the 
word, a completely relative ques- 
tion. In my case, for instance, I was 
actively engaged in another business 
at the time I decided that coin-ops 
were a good source of additional 
income. In other words, I didn’t 
have the time necessary to attend 
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So, for the most part, they own large 
Several lesser reasons were given, but this attitude 


to several coin-ops, even if I had 
wanted several coin-ops. Instead, 1 
opened one good-sized store — 30 
washers, 12 dryers. did so well 
that I decided to devote all my time 
to coin-ops. Over a period of three 
years I opened three more coin-ops. 
They are running smoothly only be- 
cause I have the time to devote to 
them. My point is this: someone 
who is not willing or able to devote 
a big chunk of his time and atten- 
tions to the operation of a chain of 
stores should consider himself a 
coin-op investor, and devote the 
time he does have available to the 
operation of one large store. 

Definitely in the camp of the 
large-store advocates is a gentleman 
from Southern California who 
writes: 

Let's face it, there are certain 
hazards in owning an unattended 
operation — vandalism, _ thievery, 
machinery breakdown, etc. You own 
three stores, you own three times 
the problems. I bought a coin-op, 
frankly, because I wanted a rela- 
tively trouble-free source of addi- 
tional income. For me to concern 





myself with several coin-ops would 
be in direct opposition to my reason 
for entering the coin-op business in 
the first place. 

The above response is indicative 
of the thinking of a large percent- 
age of the large-store COIN-OPera- 
tors. As we mentioned before, the 
answers seemed to be particularly 
well thought-out, the reasoning 
practical and sound. 

The coin-op market always has 
been, traditionally, the small-business 
market. From the very beginning, 
the idea of coin-ops appealed to the 
fellow who wanted a way to com- 
plement his regular income without 
expending too much of his time. 
Coin-ops were a natural, and that’s 
the way it worked out. More peo- 
ple realized the dream of being your 
own boss with coin-ops than with 
any other type of small business. 

Although the above type of an- 
swer does not directly answer our 
question, which was more theoret- 
ical than practical, this type of think- 
ing represents a solid, down-to- 
earth attitude about the coin-op 
market as it presently exists. 

The letters go on and on, and 
the reasons for sticking with large 
stores are plentiful and are all worth 
quoting. In summation we might 
say that the large-store respondents 
are, for the most part, getting out 
of their coin-op just what they want 
—relatively trouble-free extra in- 
come. Whereas their one store is 
doing nicely for them, they recog- 
nize the fact that they just don't 
have the time, and in some cases 
the will, to open up additional coin- 
ops, even though they know that 
these additional locations would 
most likely make money for them. O 
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W ith 44 per cent of the respon- 
dents on the side of owning more 
than one coin-op, this side of the 
coin was not very heavily out- 
weighed. It should not be construed 
that most of these people actually 
own more than one coin-op; the 
fact of the matter is that most of 
them would like, eventually, to own 
a string of coin-ops. 

Here are some of the reasons: 

One Brooklyn, New York one- 
store owner writes: “Many of my 
suppliers, the dealer who sold me 
my equipment, and COIN-OP Maga- 
zine, which I take as the industry 
voice, all advised me that the way 
to build my store is through con- 
stant improvement, promotions, etc. 
While I wholeheartedly agree, I 
think you will agree that there is a 
limit to how much business one 
store can get. The only way I can 
increase my income, without leav- 
ing the coin-op business, is to ex- 
pand my operation to other coin- 
ops. | am at this very moment look- 
ing for desirable locations, and I 
hope to open two more coin-ops 
within 18 months.” 

A Louisiana-three-store owner 
wrote: “J am, by training, a phar- 
macist. I went into the coin-op 
business when the store next to the 
drug-store in which I worked be- 
came vacant. Averaging 13 to 17 
hours-a-week work, I found, after 
my notes were paid, that I was 
earning almost as much from my 
coin-op as I was at my 48-hour-a- 
week pharmacy job. It wasn’t a very 
tough decision to make: I decided 
to devote all my time to coin-ops. 
As well as my original coin-op was 
doing, it couldn't possibly, due to 
its size and the potential business 
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WE WANT TO BRANCH OUT 


The 44 per cent COIN-operators who, if they don’t already 
own several coin-ops are looking forward to owning several 
coin-ops, seem to be inspired by the great American phe- 


nomena: ambition. 


But in truth, they don’t really have 


any more ambition than do their opponents, the large-store 


owners. 


They have become professional COoIN-oPerators; 


they are devoting most of their time and energy to their 
coin-ops. And because one large coin-op cannot always be 
depended upon to keep a man constantly busy, or his wife 
in mink coats, they logically look to expand in the industry 
they know—the coin-op industry. 


limitations of the neighborhood, 
earn enough money to realize my 
personal financial ambitions. The 
only logical step was to open addi- 
tional coin-ops. I now own three 
stores and earn a pretty fair living, 
although, I must admit, I put in a 
fairly full week. I don't truthfully 
feel that I could successfully main- 
tain the three coin-ops if I had other 
interests.” 

This reaction 
COIN-OPerator: 

“T live in an area where the pop- 
ulation, although heavy, is spread 
out over many square miles. In 
order for me to service my whole 
potential market, it was necessary to 
open four coin-ops. Two are defi- 
nite money-makers, the other two 
are just beginning to show a profit. 
(This gentlemen opened his four 
stores simultaneously). / must ad- 
mit that this is no part-time job. In 
order to service and maintain my 
coin-ops, I drive more than 350 
miles a week. I used to do some 
roofing contracting on the side but 
I have since given it up. 

One Nebraska _ two-store 


from an Arizona 


owner 


planning more stores wrote: 

“IT am planning a chain of coin- 
ops because I believe that there is 
no business asset quite as valuable 
as a reputation. I hope that even- 
tually people in this area will drive 
out of their normal way to frequent 
one of my coin-ops. All of my 
stores feature a specially-designed 
easily-recognizable signs above the 
door. People are getting accustomed 
to it. What with the marketing re- 
search, advertising, promotion, serv- 
ing problems, I’m making a full- 
time career of coin-ops.” 

And on and on the letters went, 
each giving a valid reason for own- 
ing more than one coin-op. It would 
be difficult to summarize or con- 
dense the reasons—they’re too di- 
verse, too numerous. It would be 
accurate to say that those COIN-OP- 
erators on this side of the coin are 
motivated by that great old Amer- 
ican phenomenon — Enterprise. It 
seems that no matter what the rea- 
sons stated, it is impossible to 
squelch the desire to watch one’s 
business grow. COIN-OPerators are 
no exception. O 
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COIN-OPS GO 


INTERNATIONAL 


Win nations like West Germany 
and. Japan...enjoying...an ..unprece- 
dented...prosperity, U.S. manufac- 
turers .aresturning with imereased 
vigor to the job of supplying these 
markets withthe American con- 
Sumer goods they crave. Products 
that most Americans have long since 
taken for granted are being shipped 
in quantity throughout the Free 
World: automobiles, clothing, toast- 
ersjradios, TV sets .. . all the way 
down the liné»to such dubious 
“fuxury” items as toilet fixtures and 
£azor »blades. .The populations. of 
Many countries find themselves in 
the somewhat pleasant predicament 
of not being able to spend their 
increased incomes. 

Along with an increase in avail- 
able™corSumer goods,. these pre- 
viously luxury-poor nations having 
been subjected to a general uplift- 
ing of their entire living standards, 
with particular emphasis on_per- 
sonal jAhygiene and sanitation, hos- 
pital and educational facilities. 

Never ones to be caught napping, 
American. manufacturers of coin- 
operated laundry equipment have 
for a while been scouting the pos- 
sibility of overseas coin-ops. Eng- 
land, whose way of life is closest to 
our own, presents a coin-op picture 
reminiscent of our own of 1948- 
$1950.~Inemost large British cities 
you can *walk into coin-ops so 
similar tovour own that, except for 
the customers’ accents and the Mor- 
ris Minors and Hillmans parked at 
the curb, you might just as well be 
in Minneapolis or Detroit. 

General Electric, Speed Queen, 
Westinghouse, American Laundry 
Machinery, and,almost.all the.other 
Major industry firms have set up 
some sort of international distribu- 
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by NED VISELTEAR 


tion agencies for their commercial 
and.coin-op equipment, 

These manufacturers have never 
themselves. been. interested in own- 
ing and operating coin-ops. Their 
profits lie in selling the CoiN-op- 
erator the equipment necessary to 
conduct his own business. It follows 
that since they don’t want to own 
and operate coin-ops in the U.S., 
they would be even less favorably 
disposed toward owning and oper- 
ating overseas. coin-ops. 


Who will own 


Alright. Who will own these 
overseas coin-ops? Who will distri- 
bute the equipment in the various 
countries? Will the American man- 
ufacturers insist on uniformity in 
the completed stores throughout the 
world? These, and a host of other 
pertinent questions will. be answered 
on the following pages. COIN-OP 
asked these questions of the major 
manufacturers. 

The following pages will outline 
the very latest information available 
on the overseas coin-op investment 
picture, and information about the 
overseas financial picture from the 
standpoint of money-exchange, gov- 
ernment attitude toward foreign 
investment, etc. The financial infor- 
mation was obtained from’ one of 
the country’s leading banks con- 
cerned with the foreign investment 
market. Due to a government ruling 
prohibiting bankers from giving legal 
and technical advice, we cannot 
credit the institution. However, rest 
assured that the financial comments 
are from the very.best source avail- 
able. 

In the following pages we con- 
cern ourselves with England, Japan 
and what bankers like to call the 


European Economic Community 


(EEC), which consists of Belgium, | 


France, Germany, Italy, Luxem- 


bourg, and the Netherlands. These | 


countries are sometimes referred to 
as the “Inner Six.” 
On May 3, 1960, the Stockholm 


Treaty brought into existence an | 


organization called the European 
Free Trade Association (EFTA),. 
However, at least from the coin-op 
investment point of view, not enough 
has happened within the EFTA 
countries, with the exception of the 
United Kingdom, to warrant a re- 
port to our readers. The other coun- 
tries of EFTA are Sweden, Norway, 
Denmark, Switzerland, Austria and 
Portugal. They are sometimes re- 
ferred to in international banking as 
the “Outer Seven” because of their 
geographic location on the periphery 
of the Common Market. 

Two things are certain: 

One, American coin-op machin- 
ery manufacturers are not going to 
ignore the world market; they know 
how well coin-ops have done in the 
U.S. and they see no reason why 
they shouldn’t do as well elsewhere. 

Two, these manufacturers know 
that they have a ready-made coin- 
op investors market right here im 
the U.S. Although there will doubt- 
less be foreign coin-ops owned by 
natives of the various countries, 
there will certainly be a large num- 
ber of overseas coin-ops owned by 
American investors. And, more than 
likely, most of these investors will 
be the same Americans who already 
own and operate coin-ops. They're 
the. people who are already sold on 
the coin-op concept. They won't re- 
quire. years of, preparation—they te 
ready to do business right now . .. 
anywhere in the world. 
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Find out why Blue 3 
Ribbon’s complete 
‘‘personalized”’ program 
will make more money 
for you. We’d like to 
outline it—and show 
you some actual case 
histories. You'll be 

glad you mailed 
the coupon. 





Franchises available 
in selected areas 
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it tells customers 


your store is the ‘BEST’ 


The Blue Ribbon always 
signifies the leader . . . the 
‘‘best in its class.” 

With Blue Ribbon you are 
member of a national group 
of quality Coin Laundry 
operators, but with your own 
‘“‘personalized”’ program. 


The Blue Ribbon emblem on 


your store tells customers 
that you offer the best. 
@ The best equipment 
@ The best in clean, 
comfortable surroundings 
@ The best ownership 
Booths 64 and 65 
in Philadelphia 





as a distributor 


é Name 


Address 


E City 


MARQUETTE CORPORATION 


307 East Hennepin 
Minneapolis 14, Minnesota 


I'd like to know more about your national Blue Ribbon 
“Personalized” coin-laundry program... 


as an operator 


Zone State 


ec es cs ee 
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Automatic Ironer! 


AJAX IRON-A-MATIC can set your CO!IN-OP apart from 
all the others. Developed exclusively and manufactured 


especially for your type of operation. 
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Surveys in the field prove WOMEN WILL GO OUT OF 
THEIR WAY to your COIN-OP to use this newest sensa- 


tion that enables them to give a professional look to 
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their ironing . . . and without any previous instructions. 


Safe, completely automatic AJAX IRON-A-MATIC is what 
women have asked for . . . to be able to iron clothes in 
half-the-time, right when they are ready for ironing — 
at your COIN-OP. While the tumble work is being dried, 
they can utilize their time to press their finished work. 


AJAX IRON-A-MATIC turns IDLE CUSTOMERS into IRON- 
ING CUSTOMERS and OCCASIONAL CUSTOMERS into 
REGULAR CUSTOMERS, and you turn IDLE SPACE into 
profitable space. 


Since 1929... “The Leader in Design’”’ 


AJAX PRESSES 


619 So. 5th West Salt Lake City, Utah 


Please send your ‘‘Blueprint for More Profitable 
AJAX “‘World Standard’’ Business With the Ajax IRON-A-MATIC”’ to: 
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Presses for every purpose. 





Contact your AJAX Representa- 
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American and Canadian manufac- 
turers of coin-op equipment have 
already begun distribution in Eng- 
land and the Continent. A British 
correspondent informs us that, so 
far as he can determine, Westing- 
house, Coin Wash, Frigidaire, Speed 
Queen, Maytag and Canadian Gen- 
eral Steelware are all exporting coin- 
op machinery to Great Britain. 

“None of these companies has 
many units placed so far,” he writes, 
“but we are obviously on_ the 
threshold of big developments here 
within the next six months.” 

By and large, the export of 
American machinery has not been, 
until recently, a clearly-defined at- 
tempt to duplicate the total Ameri- 
can COIN-OPeration picture. It has, 
rather, only been the attempt to fill 
orders for replacement American 
machinery and, in some cases, to 
install entire coin-ops. 

When COIN-OP went to the vari- 
ous manufacturers to discuss with 
them their various philosophies in 
regard to coin-op exports, we went 
with the same questions you might 
ask: In what countries are you im- 
mediately interested? Will you in- 
sist on your trademarked coin-op 
trade name on the overseas stores? 
Will you insist on uniformly-built 
stores throughout the world? And, 
for our purposes the most important 
question, are you truly interested in 
the American investor’s dollars? 

Even as we asked them, overseas 
economic experts, American mar- 
keting analysts and potential over- 
seas distributors were meeting with 
the manufacturers, and all were 
working overtime to get the jump 
on what they know to be lucrative 
new markets. But the plans of some 
manufacturers are not yet finalized. 
The questions we asked them they 
are still asking themselves. 

Not all manufacturers, however, 
are still in the purely investigative 
stage. Some have formed the em- 
bryo of a world-wide organization. 
From them we have received infor- 
mation on how they stand as of 
this moment. 


MAYTAG writes . 
“Early in 1959 the American 
Steel Export Company of New 


York City was named a distributor 
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of coin-op Maytag commercial 
washers and dryers for overseas 
markets. This past fall, Interna- 
tional Coin Laundries, Inc., of Bev- 
erly Hills, Calif., was franchised as 
a distributor of Maytag commercial 
equipment for West Germany. The 
firm’s main office is in Mannheim, 
Germany. We are very enthusiastic 
about coin-ops, not only in West 
Germany, but throughout free 
Europe. The German washers will 
operate for 1.50 DM (Deutsche 
Marks), about 37 cents.” 


INTERNATIONAL GENERAL 
ELECTRIC writes . 


“Our plans have not been final- 
ized. About all that we can say at 


— 

ell your CoIN-operators who are 
interested in overseas investments to 
avail themselves of the advice of a 
banker familiar with the particular 
country in which they are interested, 
and, through their lawyer, obtain a 
legal representative in that country.” 


So advised several gentlemen high 
up in the international banking office 
of a leading American bank. 

We have not given specific infor- 
mation about each of the listed coun- 
tries. Rather, we have given the gen- 
eral economic situation prevailing in 
these countries. 





this time is that we are interested | 


in those European markets you in. 
quired about. We feel that they haye 


the best potential of any foreign 


market for this type of business.” 


SPEED QUEEN writes... 


“Our coin-op equipment _ for 


abroad is handled by The Weide. | 


mann Export Corp., Chicago, which | 


acts as our export agent for the sale 
of Speed Queen commercial equip- 
ment, with the exception of Great 
Britain. Weidemann is in the 
process of setting up individual job- 
bers in every major country and 
trading area. These jobbers will act 
as our commercial jobbers do here 
in the States. They will find pros- 
pects for coin-operated laundries 


It is important to remember that 
each of the countries listed is ready 
and anxious to do business with the 
American investor. Your banker, law- 
yer, and the laundry equipment manv- 
facturer in whose particular coin-ops 
you are interested will be able to fill 
in the particulars. As a point of fact, 
it would be most rewarding for any 
COIN-OPerator even vaguely interested 
in the overseas investment picture to 
get in touch with the international de- 
partments of the various equipment 
manufacturers. They all have inter- 
esting statistics and propositions 
about the foreign investment market. 





Belgium is the destination of this 63-ton, American-made nuclear reactor pressure vessel. 
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terested and assist them in every phase of “It appears at the present time will be manufactured by Speed 
you in. the coin-operated store business. that most of our overseas coin-ops Queen Division of McGraw-Edison 
ey have This will include helping them select will be financed by funds procured Co. and shipped to England. We 
foreign the proper equipment, the proper from various individuals abroad. are not seeking money as this ac- 
ess” {| locations, and to provide a finance However, undoubtedly some Ameri- tivity will be entirely financed by 
plan and any other assistance which can investors will be investing in American Laundry Machinery -In- 
; might be necessary. At the present coin-ops abroad in the future.” dustries through the British Laun- 
nt for time we are filling orders for coin- dry Machinery Co., Ltd., a wholly- 
Weide. | 9? commercial equipment for Italy, THE AMERICAN LAUNDRY owned subsidiary. All installations 
, which | France, Sweden, Germany and MACHINERY CO. will be uniform. It is our intention 
the sale * England. W eidemann has assigned welieis to actively promote package coin- 
equip- | West Germany to David Friend and ops in Great Britain. 
Great Associates, Koln, Germany. “At present we are only actively “We already have coin-ops in 
in the | “Speed Queen equipped coin-ops promoting coin-op laundries in successful operation in Great 
al job- installations abroad will be basically Great Britain. American Laundry Britain. 
-y and | the same as here. However, they will | Machinery Industries has a factory “On the continent, the promotion 
vill ac, | be allowed to vary in size and shape __in Great Britain where we manufac- _ of coin-ops will be handled by Speed 
lo here | in order to comply with local over- ture the dryers that are a part of Queen Division of McGraw-Edison.” 
1 pros- seas regulations. the coin-op set-up. The washers continued on next page 
indries 
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r that At the end of 1960 the official par- eight per cent per year—compared 
| remy ity was 4.20 German Deutsche marks with about 2% per cent for the U.S. 
. to U.S. $1. This rate of increase resulted from a 
a combination of more capital invest- 
eal ITALY ment per worker and the introduction 
poly has seen new investment carefully of modern machinery in its manufac- 
to fill supervised by the government to avoid turing. 
f fact, inflation. Developing southern Italy Up to 1958, France had by far the 
= and expanding local energy supplies largest national market of overall con- 
rested will require continued large capital sumer spending in EEC. Present parity 
re outlays. This, in turn, should stimu- is Francs 4.937 to U.S. $1. 
al late the economic growth of the whole 
pment country. Productivity has climbed BELGIUM 
a a . even higher than wages, so that unit is striving to broaden its overseas 
es WBA SNS teen costs have dropped considerably be- investment appeal by pushing into 
arket. | A 215,000 Kilowatts dam being built in Japan. low what they were in 1953. such growth fields as chemicals and 
~ GERMANY There was a time, several years metal-working, with the help of out- 
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has attracted more investment dol- 
lars than any other Western European 
country except the United Kingdom. 
Its chief advantages have been a 
highly-skilled labor force, a rapidly- 
expanding market for consumer dur- 
ables, a strong position in world ex- 
port markets, and, in recent years, 
complete currency convertibility. 
American investment has been concen- 
trated in the capital and consumer 
durable goods industries, as well as 
electronics, precision equipment, oil 
refining, and distribution. The labor 
Shortage may affect future invest- 
ment. The Germans were faced with 
extensive reconstruction problems af- 
ter the war, as well as the need to 
revive many export industries. As 
labor shortages develop due to the 
demand which continues to grow, 
large capital outlays will be needed 
to streamline industry and expand the 
Supply of services. Wage costs have 
risen only modestly since 1953. 
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back, when foreign investment profits 
earned in Italy had to be taken out 
in Italian merchandise, rather than in 
the investor’s native currency, and the 
merchandise converted into currency 
in the investor’s home country. This 
situation no longer exists. 100 per 
cent of profits earned in Italy by for- 
eign investment can be taken out in 
the investor’s native currency, thereby 


disallowing a possible loss on_ his 
profits. 
The official rate of exchange is 


fixed daily by the Italian Foreign Ex- 
change Bureau. At the end of 1960 
this rate was 625 lire to U.S. $1. 


has had a substantial amount of 
American investment, and as_ the 


French diversify their industry and de- 
velop the vast Saharan oil reserves, the 
pace of investments will accelerate and 
should insure a high rate of growth. 
Between 1953 and 1958, the rise in 
productivity in France was more than 


side capital and know-how. The ob- 
jective is to stimulate exports in order 
to offset stagnation in some of the 
older industries, such as textiles and 
the metallurgical trades. 


The employ- 





an Italian assembly line. 
continued on next page 


engines on 
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The Manufacturers Say 


continued from page 33 


HAMMOND LAUNDRY- 
CLEANING MACHINERY 
CO., INC., 


writes . 


“The coin-op laundry business is 
not finding the reception in other 
countries that it has in the U.S., 
and for very understandable rea- 
sons. The trend toward suburban 
community centers has not devel- 
oped in other countries as it has 
here, not even the trend toward 
supermarkets. These strictly U.S. 


phenomena are geared directly to 
the automobile, and other countries 
simply do not have automobiles like 
we do. 

“Western Germany is perhaps 
the closest approximation to U.S. 
economy now. Our company has 
entered into an arrangement with 
one of the leading manufacturers in 
West Germany for the manufacture 
of our Hammond laundry-washer- 
extractors for the European market. 

“In Latin America we have sev- 
eral good friends keeping a weather- 
eye on the possibilities for coin-ops, 
but thus far we are all quite luke- 
warm over the prospects. We al- 
ready have a manufacturing arrange- 
ment with a well known and re- 





liable manufacturer in Mexico City. 
But the total volume of sales oj 
commercial laundry and dryclean- 
ing machinery in the Republic oj 
Mexico is still extremely limited.” 


NORGE DIVISION of BORG 
WARNER INTERNATIONAL 
writes . 

“We are still new enough in the 
foreign investment field to be com- 
pletely flexible in our thinking. As 
a point of fact, we have decided to 
let foreign inquiries determine our 
course of information, rather than 
pre-deciding what our foreign pic- 
ture will be like. 

“For the time being we are pri- 
marily interested in England, West 
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ment problem in Belgium is the need 
to re-train and find employment for 
workers released from mining and 
other marginal industries. Many of 
them have already been employed in 
some of the newer industries. 

The Belgian Franc is the unit of 
currency in Belgium and the Luxem- 
burg Franc in the Grand Duchy of 
Luxemburg. Both currencies have the 
same parity. 

There are two exchange markets: 
1) An Official Market on which com- 
mercial transactions are executed for 





Heavy industry is gradually replacing quaint 
scenes like this on the Dutch landscape. 
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residents of the U.S. and Canada. At 
the end of 1958 the U.S. dollar was 
quoted on this market at the official 
rate of 50 Francs to U. S. $1. 

2) A Free Market on which trans- 
actions of a financial character are 
carried out. On this market the rate 
for the U.S. dollar is always slightly 
higher than the official rate. 


THE NETHERLANDS 


after the war, had to expand its in- 
dustrial capacity far above the pre- 
war level to provide employment for 
a booming population. Between 1950 
and 1958, it devoted a larger propor- 
tion of its Gross National Product to 
overseas investment than any other 
country in the Common Market. For- 
eign investment coming into the 
Netherlands is both encouraged and 
aided because it helps to pay for the 
country’s increasing import require- 
ments. Dutch wages, despite increases 
in recent years, are still among the 
lowest in EEC. 

Exchange transactions are under 
control of De Nederlandsche Bank 
N.V., which has authorized trading 
in U.S. dollars against Florins at rates 
between their official buying and sell- 
ing rates as follows: 

Buying: 3.77 Florins to the dollar. 

Selling: 3.83 Florins to the dollar. 


JAPAN 


in 1960, continued its almost amaz- 
ing economic growth. Every indica- 
tion points to a progressively bright 
future as the demand for Japan’s 
manufactured products increases 
throughout the world. One favorable 
indication is a fact disclosed by a re- 
cent census which shows that one 


farm family in ten owns a TV set. 
As a result of the country’s boom, 





A massive hydro-electric station in France. 


the Labor Ministry recently disclosed 
that wages in industry rose more than 
eight per cent for fiscal 1959-60. If 
the foreign investor desires remittance 
abroad of the profits earned by his 
Japanese investments, the transaction 
must be okayed by the Ministry of 
Finance. This is usually automatic. 
Profits are remittable only in the cur- 
rency which was originally converted 
to make the investment. All in all, 
the Japanese Government is quite 
courteous to the foreign investor, par- 
ticularly the American. 

But here’s the hitch: in order to 
prevent the control of Japanese in- 


dustry from falling into foreign 
hands, the Japanese Government has 
ruled that at least half (fifty 


per cent) of all businesses in Japan 
must be owned by a Japanese citizen. 
Don’t discard Japan as a coin-op in- 
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Germany, Italy, France, Belgium 
and the Netherlands. Our plan is 
to set up, with American or foreign 
money, complete Norge Dryclean- 
ing and Laundry Villages. These, 
of course, include the Norge dry- 
cleaning unit. There are details to 
be worked out. For instance, while 
we have not yet decided on an of- 
ficial price for the drycleaner, we 
know that they will be sold only in 
banks of eight. We know, too, that 
we will not be able to supply dry- 
cleaning units overseas for another 
seven months, although we are tak- 
ing orders. 

“While we will insist on a cer- 
tain amount of uniformity in our 
overseas coin-ops, we are flexible 


vestment possibility; many of the 
problems can be worked out by an 
able lawyer, and the profits potentially 
obtainable are enormous. 

The unit of currency is the yen, of 
which the par value is presently fixed 
at 360 Yen to one U. S. dollar! 


UNITED KINGDOM 


Here the economic history and 
growth potential greatly resemble the 
American picture, possibly ten years 
earlier. The social, cultural and eco- 
nomic life of England, and, most im- 
portant, our common language, pro- 
vide a logical investment market for 
the American. Coin-ops are no rarity 
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enough to allow for local regula- 
tions, and we will allow the “Vil- 
lages” to vary accordingly. Where 
people can use a 10-pound gas or 
electric dryer, we ship our own unit. 
Where they prefer a 40-pound unit, 
we ship another company’s units. 
We allow our overseas customers to 
choose the extractor of their choice. 

“We also ask our overseas cus- 
tomers to send samples of the local 
currency, plus the amount they in- 
tend to charge, to us. We will then 
adjust the coin-meter accordingly.” 


WESTINGHOUSE INTERNA- 
TIONAL writes... 


“We already have a highly so- 
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in England—the industry is booming. 
[There are technical problems in re- 
gard to the economic aspects of in- 
vesting in England, but your banker 
and lawyer should be able to easily 
clear these up. 

At the end of 1960 the declared 
parity of the U.S. dollar against the 
British pound sterling was $2.80. O 





COIN-OP wishes to express its thanks 
to the United Nations and Westing- 
house Electric International for pro- 
viding the photographs used in this 
article. Our thanks, too, to our bank- 
ing authorities. 
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Clerks post price changes at the Hamburg, Germany, stock exchange. 
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phisticated overseas set-up, with 
distributors in England, France, 
Germany, Italy, Australia, 
Puerto Rico, etc. All foreign in- 
quiries are redirected to these dis- 
tributors, all of whom have staff 
technicians trained by us in the 
United States. All Westinghouse 
overseas packages will be uniform, 
with either the name “Laundromat” 
or the local equivalent prominent 
on the sign. Our package includes 
Ironrite ironers and a “universal” 
coin-meter of our own design. 
Where requested we will make avail- 
able the Westinghouse 25 - pound 
commercial washer. We include, as 
part of the overseas Laundromat, 
extractors, water heaters, softeners, 
soap and detergent vending ma- 
chines, plans and blueprints for the 
complete store, and signs and ad- 
vertising material in the local lan- 
guage. 

“We are very much interested in 
interesting the American investor 
who already owns a domestic coin- 
operation. He will readily under- 
stand the vast profit potential in 
foreign coin-ups.” 


WHIRLPOOL CORPORATION 


writes 


“Although a definite program for 
marketing our commercial equip- 
ment abroad has not yet been final- 
ized, you will be interested to know 
that Whirlpool is now, and has been 
for some time, carefully appraising 
foreign markets with an eye toward 
coin-ops. We will keep you advised 
of any steps we take in this area.” 


T he preceding reports are, for the 
most part, just the rumblings of 
what will eventually become big- 
time overseas operations. As any 
COIN-OPerator even vaguely familiar 
with the market can see, many of 
the manufacturers of coin-op equip- 
ment are not even listed here. This 
is, as we stated before, because of 
one of two reasons: either their 
plans are so nebulous at this point 
that no factual report could be 
made, or they feel that their over- 
seas program should be kept en- 
tirely secret until it goes into op- 
eration. O 
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Aussie investor investigates 
American coin-op laundries 


“Down-under” businessman sees big potential for 


Australian coin-ops, tours States for facts 


The fact that the coin-op is defi- 
nitely a matter of international ex- 
citement was demonstrated by the 
recent visit of an Australian busi- 
nessman who toured the United 
States recently on an extended ex- 
amination of several outstanding 
Stores. 

Philip Grace, a young man in his 
late twenties, is an officer of Arun- 
del Ltd., an Australian concern 
active in several diversified en- 
deavors. Among the many facets of 
its operation, Arundel represents a 
leading washer manufacturer Down 
Under. As a result, Grace devoted 
much of his time in America to 
investigating the possibility of es- 
tablishing coin-ops throughout his 
country. 


Will Set-Up Coin-Ops 


Philip Grace believes that self- 
service laundries have a big poten- 
tial in Australia. His company 
intends to set up three or four stores 
in Sidney and_ vicinity and, 
after getting them in profitable op- 
eration, sell them as going busi- 
nesses. These stores will also set 
the pattern for similar installations 
which Arundel hopes to sell to indi- 
vidual operators elsewhere in Aus- 
tralia. 

In Australia, Grace explained, 
domestic appliances such as wash- 
ing machines and dryers retail at 
four times the average selling price 
in the United States. In other words, 
an automatic washer will sell in 
Australia for approximately $800. 
Because of this, he estimates that 
fewer than 10 per cent of homes 


Down . Under have automatic 
washers. The same comparative 
36 


costs also apply to commercial 
equipment such as they plan to in- 
stall in their coin-ops. Consequently, 
the charges for using coin-op serv- 
ices will be at a_ proportionally 
higher cost. 

While Philip Grace was well ac- 
quainted with commercial equip- 
ment, such as washers and dryers, 
he admitted that he knew little 
about extractors and their place in 
self-service laundry operations. To 
fill this gap in his knowledge, he 
arranged to spend several days with 
a major manufacturer of extractors 
before continuing his visit to coin- 





Mrs. 
she invested her Those 


money. stores 


Gallaudet tells Philip Grace that she also investigated 
having extractors 


ops, primarily in the Midwest. 
Grace reveals that he was prob- 
ably most impressed with two re- 


| 
| 
| 


a re 


—. — 


cently opened coin-ops in the De- | 


troit area. One of these, in sub- 
urban Berkley, is owned by a Mrs. 
Gallaudet. She told her Australian 
agent that she herself had investt- 
gated numerous stores in Michigan 
before approving plans for the 
Berkley operation. Mrs. Gallaudet 
revealed that she was particularly 
impressed by the success of a Lans- 
ing, Michigan, store, where she 
found that numerous customers 


often by-passed other coin-ops and 
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numerous stores 
made money, she 
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drove miles out of their way to 
patronize this particular store be- 
cause they appreciated the time 
saved by the opportunity to use 
several extractors. As a result of 
her survey, she said, she decided to 
incorporate eight 15-pound extrac- 
tors in her new store. 

An ideal arrangement, she re- 
vealed to the interested Philip Grace, 
proved to be the installation of an 
extractor for every four washers. 
The eight 15-pound units were sup- 
plemented with a larger 50-pounder 
teamed up with a 25-pound washer 
at the rear of the store. 


Was Under-Priced 


Originally, Mrs. Gallaudet told 
the visiting Australian, she metered 
the 15-pound extractors for a five 
cent operation, thinking this would 
give her a competitive edge over 
other stores and setups in the base- 
ments of large nearby apartment 
houses. This was a mistake, she 
advised Grace. It seems that cus- 
tomers were accustomed to inserting 
dimes in the washers, so they were 
jamming the extractors which were 
metered for nickels, even though 
these units were clearly marked for 
five cent operation. “Stay with the 
same coin denominations for all 
regular size equipment if you want 
to avoid trouble,” she recom- 
mended. 

Grace was greatly surprised by 
the size and scope of a number of 
operations he visited. In the Mich- 
igan city of Adrian, population 
25,000, he saw a setup that included 
a beauty and reducing salon operat- 
ing in connection with the coin-op. 


Grace Convinced 


As a prospective builder of coin- 
ops in his own country, Grace was 
especially interested to learn the 
potential profit in a good coin-op. 
Figures which are familiar to every 
reader of COIN-OP were given to 
him, and the healthy prospects 
seemed to “close the deal” in his 
mind. 

Judging from Philip Grace’s re- 
action to what he saw in America, 
we'll miss our guess if coin-ops are 
not destined to play a leading role 
in the expanding Australian busi- 
ness scene. O 


FEBRUARY, 1961 





Grace visited Mr. Strawin's Royal Oak, Mich., coin-op one night, heard about its success. 







: 25 8 50.4% 25 8 
D ASHER EXTRACTOR WASH E R 





One thing Grace noticed was the heavy use of the extractors located in most coin-ops. 
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"'T elephone selling 
sales by $70,000.” 

“Our annual telephone business 
totals $375,000; our sales costs are 
less than one per cent. 

“We sell $6.5 million in tires 
annually by telephone.” 

We could cite a thousand other 
examples from businesses around 
the country, but these are enough 
to tell the story. Selling trends have 
shifted over the last few years. And 
the little item responsible for this 
change is the telephone. 


jumped our 


Proven Sales Tool 


The telephone today is a proven 
business getter, as strong if not 
stronger than the door-to-door sales- 
man. With it, you can sell anything 
from books to basinettes. It’s also 
quick—you can phone three people 
in the time it takes to go out for a 
pack of cigarettes; convenient— 
your prospect is as close as the 
telephone on your desk; economical 
—cuts out paper work, travel, and 
waiting; flexible — if one prospect 
isn’t in, you call another; productive 
—you can do business anytime, 
anywhere and reach people who 
might otherwise have been over- 
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looked. But there’s only one catch. 
You have to know how to use it. 


Technique Important 


Knowing how to use it means 
technique—a telephone technique— 
well planned and imaginative. Don't 
forget you'll be up against the stif- 
fest competition — other telephone 
salesmen, in person salesmen, direct 
mail salesmen, in addition to all the 
other usual and unusual demands on 
your prospect’s time. So you'll have 
to do a little more than just pick up 
the phone, dial a customer, and 
Start selling. 

Everything hinges on how well 
prepared you are to “meet” your 
customer. Thus your sales talk, and 
every idea in it, should be well 
planned and practiced beforehand. 
Remember, you're going to have to 
do an awful lot in just a short time. 
So be ready to exert all your tact, 
timing, and terseness to gain your 
prospect’s willingness to listen. But 
a word of caution. Never read or 
memorize your talk. Nothing will 
put a customer off faster than a 
salesman who sounds like the writ- 
ten page of a book. 

More than anything else, a sales- 
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for 


by FRANK C. SIEDENBURG 


sales promotion supervisor 
Manhattan Sales Department 
New York Telephone Company 


man must know his service inside] 


and out. After greeting the pros- 
pect by name and introducing your- 
self, you should immediately set 
about arousing your prospect’s inter- 
est and attention. Select descriptive 
and appealing words to describe 
your coin-op to create desire on the 
customer’s part. By all means, be 
certain to tell the customer all there 
is to know about your service— 
what it is, why she needs it, what it 
will do for her, how, when, and 
where she can get it, and finally, 
how much it will cost. 

This should cover the territory, 
but if there happens to be other 
questions, be sure you have all the 
answers. A_ well-informed answer 
plus an assurance of the service's 
quality should put the customer in a 
buying frame of mind. 


Plan Sales Pitch 


As part of the strategy involved 
in planning an effective sales pitch, 
try to anticipate certain objections 
to your service. If and when they 
come up, make a list of these ob- 
jections and, after each, note a posi- 
tive buying or selling point. For 
instance, if the price of the service 
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CABINET ASSEMBLY - Interior 


These new features—with the AUTOMATIC SERVICE AND 
SUPPLY CO., INC. unconditional guarantee, are in every 
model King-Vend. 
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T1000 
This dispenser has been specially | pk 
designed to meet every coin-operated OF 
58 nickel Mg 
packages of time-tested and proven ‘pens 
LAUNDRY MAID DETERGENT. 58 op 
nickel packages of fast selling . } ad 
fast acting LAUNDRY MAID BLEACH. 
58 nickel packages of LAUNDRY 
MAID STARCH. Also available 


in the two-load ten-cent size with 36 


laundry need... 


boxes of detergent, 36 boxes of bleach 


and 18 boxes of starch. 
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Us 


R INSTANT 


WARRANTY FOR THE 
KING-VEND DISPENSERS 
OF NEW LAUNDRY MAID 
PRODUCTS 


Dispenser parts or the entire dis- 
penser will be replaced on an ex- 
change basis, FOREVER—NO 
CHARGE, if for ANY REASON 
they become defective. This war- 
tanty is in effect FOREVER if the 
dispenser is used only for the dis- 
Pensing of NEW LAUNDRY 
MAID Products. 

NO OTHER MANUFACTURER 


WILL MAKE THIS STATE- 
MENT. 


each 
LIKSBSDSESNS 45000060000 


A)5550606006060600500000006 
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RK LAUNDRY 
DETERGENT 


Merchandising authorities were consulted—no expense spared-—to help 
you sell MORE LAUNDRY MAID products. Individual product 
dispensers have takeh on a new look. This striking new design 

was created after months of research and study . . . created to attract 
more people to buy more products in your establishment. These new and 
improved KING-VEND dispensers are ready to go to work for you now. 


DISPENSERS AVAILABLE IN THE FOLLOWING SIZES 


Model 25 Selector—Vends 58 5¢ Detergent, 58 5¢ Bleach, 58 5¢ Starch 
Model 15 Selector—Vends 36 10¢ Detergent, 36 10¢ Bleach, 18 10¢ Starch 
Model 20-D—Vends 116 5¢ Detergent. Model 20-B—Vends 116 5¢ Bleach 
Model 20-S—Vends 116 5¢ Starch 

Model 11-D—Vends 72 10¢ Detergent. Model 11-B—Vends 72 10¢ Bleach 
Model 11-S—Vends 72 10¢ Starch 

Model 10-D—Vends 36 10¢ Detergent. Model 10-B—Vends 36 10¢ Bleach 
Model 10-S—Vends 36 10¢ Starch 















Laundry Maid products 
can't be beat for quality 





) / CONTROLLED SUDS DETERGENT 


Here is top-grade washing that highlights colors , . . 
rinses completely. LAUNDRY MAID contains tha 
special brightener that gives clothes the cleanest 
sparkle under the sun. Controlled suds LAUNDRY 
MAID Detergent was designed for agitator or tum. 
bler type washers and there is just the right amount 
for a washer load in each side of the divided ten 
cent box, just enough for one washer load in the 
five cent box. 


/L.77 RY BLEACH 


Here is a completely new type of active bleach that 
releases the proper amount of bleaching ‘‘action” at 
a controlled rate. It has been especially designed to 
be placed in the washer at the beginning of the 
washing cycle . . . added at the same time as the 
detergent. LAUNDRY MAID Bleach goes to work 
on stains and dirt . . . not on color or cloth . . . the 
action stops after the dirt is gone .. . never a danger 


? 


of over-bleaching. 





; 
/EC7 J \NSTANT STARCH 


The cold water starch that needs no cooking or boil- 


ing water ... ready in an instant ... the extra 
convenience that your customers appreciate. Each 
side of the ten cent box is just the right amount of 
starch for three quarts of water... or a total of six 
quarts of starch . . . of course, the nickel box holds 
one-half this amount or just enough for three quarts 


of fine LAUNDRY MAID Starch. 


AUTOMATIC SERVICE AND SUPPLY CO., INC. 
P. 0. Box 7267 San Antonio 10, Texas 


Please send full information about Model #25 (_ ), 
Model #15 ( ), Model #10 ( ), Model #11 ( ), 
Model #20 ( ). Please send product samples (_). 
Name 

Address. 

City__ 
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If you can properly use your phone as a sales 


tool, you can increase your coin-op’s profits 


is in question, point out that top 
performance means economy in 
long-term dependable service. This 
should do the trick. But whatever 
tact you use be certain not to antag- 
onize the customer. You may win 
the argument, but you're certain to 
lose a sale. 


Have Selling Points 


A competent salesman should not 
be bothered if the prospect says no 
to his first bid to buy. With a well- 
planned talk, he still has many buy- 
ing and selling points to work with. 
And he should bring them out one- 
by-one until he convinces the pros- 
pect. If he has asked good leading 
questions and listened intently to 
the answers, he should already know 
something about his prospect, his 
wants and his needs. Finally, having 
learned as much as he can about his 
prospect, his Own common _ sense 
will tell him whether there is any 
hope for a “yes” answer or whether 
it might be better to just thank the 
prospect for his time and hang up. 

Whether you make sale or not, 
always leave the customer with a 
friendly feeling. Even if your service 
doesn’t interest him now, a pleasant 
attitude will help him remember you 
and your service when he decides to 
do business in the future. 


Work With Your Voice 


Preparedness, then, is the key to 
successful selling, be it face-to-face 
or by telephone. But the telephone 
method needs more thorough and 
careful planning because all you 
have to work with is your voice. 
You can have the best coin-op in 
the world—excellent quality, fairly 
priced, interest value to the cus- 
tomer—but if your telephone deliv- 
ery isn’t top notch, you'll never get 
customers to use it. 

First of all, your prospect can’t 
See you, and you cant show him 
your service or make a visual pre- 
sentation. Therefore, he must form 
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his impression of you through the 
personality of your voice, and you 
must be able to paint an attractive 
picture in your prospect’s mind of 
what it is you're selling and how it 
will benefit him. 

Youll come off without any 
trouble if your telephone personality 
and confidence in your service gain 
the attention of the customer imme- 
diately. But your voice is the vital 





thing. It should be an interesting 
one—as well as one that conveys 


your interest in your customer. It 
should carry assurance without be- 
ing overconfident. Above all, it 
should be friendly, for to sell, we 
must make friends. Remember, you 
don’t have much time to tell your 
story. Whatever it is you say— 
make sure it’s good enough to get 
your prospect’s attention quickly, 
create a desire for your service, and 
get the prospect to say “yes.” 


Prospect List 


Before you have a chance to be 
persuasive on the phone, you'll want 
an up-to-date list of prospects to 
call. Your best bet here would be to 
consult the Yellow Pages in your 
classified telephone directory under 
Mailing List Houses. Select one in 
your area and have the mailing 
house make up a comprehensive list 
of prospective customers for you. 

There are a few other possibili- 
ties. Consult the customer files kept 
by local merchants you patronize. 
Or call a political party precinct 
captain and ask for a voter’s list. 
He'll be glad to help you. 

There’s one other way to go 
about it, and this is probably the 
best if your business happens to be 
located in a small town or com- 
munity. Simply pick up your local 
telephone book. It will give you all 
the names you need. 

In selecting your list, you'll want 
to concentrate on the kind of cus- 
tomers you'll be trying to sell your 
service to. You're interested in pros- 


pective users of coin-operated laun- 
dry facilities — in 99 out of 100 
cases these will be housewives. This 
is an important fact to keep in 
mind. So be careful when you call 
them. They’re usually very busy. 
Nothing a salesman can say will 
bring a favorable response from a 
housewife if he calls her at the 
wrong time. 


When To Call 


Studies show that the best time 
of day to do business with a house- 
wife is from 11 a.m. to 12 noon, 
and from 2 to 4:30 in the afternoon. 
Calls in the evening, from 7:30 to 
9 p.m., but never later, are also 
acceptable. But one significant item 
should be kept in mind: Whether 
you call morning, afternoon, or 
evening—make it brief. 

It’s been said that half of selling 
consists in making it easy for peo- 
ple to buy. Today’s telephones — 
when used properly—help do this. 


O 
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THE AMERICAN DREAM 


According to a survey by Dr. George Gallup, some 
68 per cent of all Americans would like to have a 
business of their own. A large number of these 
prospective small business men spend long hours 
reading newspaper and magazine ads and pondering 
the franchise opportunities offered for their consideration 
and investment. 


WHAT IS A FRANCHISE? 

It is a contract in which a manufacturer gives the 
franchise holder the exclusive right to sell specified 
products or offer specified services in a defined 
geographical territory in accordance with other terms of 
the contract. In its best sense, a franchise implies a 
protective and beneficial relationship that can be of 
great assistance to the holder. Under other conditions, 
it often appears to be a shabby subterfuge, full of 
window dressing and misleading gimmicks, that leads 
the investor into a trap and separates him from his 
money. Automobile and appliance franchises are on a 
non-exclusive basis 


WHAT DO TYPICAL FRANCHISE DEALS COVER? 

Practically anything in the Classified Section of a big 
city telephone book! There seems to be no limit to the 
ingenuity of franchise offerings. Most of them are in 
the retail and consumer service fields, although 
an increasing number deal with various types of 
representation for industrial products, equipment and 
supplies. 


HOW ARE OFFERINGS MADE? 


Initially through advertising, often of the “blind” 
or unsigned “box number” type. A response to the ad 
generally brings an initial flood of literature, which, in 
some cases, still does not reveal the name of the product 
or service. But it does speak in glowing terms of the 
many success stories which the company has on file and 
almost always includes reproductions of laudatory letters 
to the company. 

Sometimes the entire offering is made by mail, with 
additional literature following in successive mailings. 
Usually, however, a company representative appears on 
the scene to do the selling job in person. He shows 
his portfolio, argues the ease of the operation, 
quotes convincing profit stories and tries to get a 


44 





signature on franchise agreement, initial merchandise 


order and check 


WHAT SHOULD THE INTERESTED 
PROSPECT DO? 


“Investigate before you invest” is a good rule to 
follow. But many individuals are without experience 
in investigating the claims made in a situation of this 
kind. What follows is an outline of the steps that a 
prudent man might take in investigating a franchise 
offering. It is necessary in general terms to give it the 
widest possible application. 


WHO OFFERS THE FRANCHISE? 

The integrity of the offering concern—the franchiser 
—is the first point to be considered in any investigation. 
Next comes the ability of management and third 
financial stability. Following these come such points as: 
How long has the firm been in business? 

What is its financial strength, credit rating? 

What bank references does it offer? 

What are its policies and plans for its own 
development? 

What does the local Better Business Bureau say 
about it? 

6. How selective is it in choosing franchise holders? 


wn 


A) 


HOW IS THE FRANCHISE OFFERED? 


This is an important clue to the intentions of the 
franchiser. The way in which he advertises and the 
general feel of the ad tells a lot about the kind of person 
he is and the type of holder he desires to attract. The 
use of a blind ad that gives only a Post Office Box 
number and does not tell the name of the company 
or spell out the details of the offering in a clear and 
forthright way may be a warning signal. 


WHAT IS THE FRANCHISER'S REPRESENTATIVE 
LIKE? 


The first personal contact with a company 
representative is another important clue. What sort of 
a person is he? Someone who would be a congenial 
business associate? A man who measures up as far as 
character, appearance and stability are concerned? A 
man who makes an_ informative, straightforward 
presentation that answers every possible question? 

Some franchiser representatives make planned 
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indise , personal calls on the prospect either at his home or the states of California, Nevada and Arizona. Or it may 
lace of business. Others arrange appointments in cover just California, a group of counties, a single 
_ eee te 
their own offices in nearby metropolitan centers or county or part of a county. Some of the important 
invite prospects to their hotel rooms. And a certain points pertaining to franchise territories are: 
number seem to carry on their negotiations almost 1. Is the territory completely, accurately and 
le to entirely in restaurants and bars. understandably defined? 
hones While circumstances may induce the representative 2. Is “exclusive representation” thoroughly spelled 
f this to follow a certain course of action, the place he out and protected? 
hat a selects for the initial meeting with the prospect and his 3. Does franchiser guarantee a new holder against 
chise general approach are indicative, to a considerable extent, any infringement of his territorial rights? 
it the of his qualities as an individual and of the general 4. Is territory large enough to provide an adequate 
policies of the firm he represents. sales potential? 
5. Is territory subject to any seasonal fluctuationg 
WHAT ABOUT THE PRODUCT? in income? 
hiser From here on, the word “product” covers the whole 6. Is territory any: or below statewide average 
sheen package that is being offered: resale items, equipment, per capita income: ; 
d i machinery, installations, operating and maintenance 7. Is PEI increasing or decreasing in 
wn supplies, advertising material and displays, sales and population? 
ws stew kite off : ; 8. Does competition appear to be unusually well 
merchandising kits, office supplies and manuals, etc. o. L20Cs Comipes er 0 unusually we 
Important product questions include: entrenched in territory’ 
9. What is history of any former franchisers or 
. . . . ‘ 26 ore j > > i 9 
eine 1. Is it in production and currently available? dealers in the territory? oe 
2. How long has it been on the market? 10. How are nearby franchisers doing? 
sav 3. Where is it sold? What states, cities, stores? 
% . 4 ice . *titively? 
: : it priced competitively’ WHAT ABOUT THE CONTRACT? 
wa? 5. Is it packaged attractively? , , ‘ , 
lers? i Nica a i stent on ional At this point, the advice of an attorney is essential. 
’ does it stanc se ae “euthe 
ae tie oe . voles: saan He is professionally trained in interpreting agreements. 
a one-s a repeat item’? aan aca 
‘ tote een Seek can ae ae A client receives the benefit of his expert knowledge 
8. Is it easy and safe to use? ’ 
the + te i a cells, 0 Got ees ee of business contracts and legal language. An attorney 
. Is it a staple, a fad, a lw em? ; 
the 10. It is an “i sae dolce cl e-mail oust cannot pass judgment on the franchise offering as a 
; s an all-year seller or a seasonz e 
rson Te ere whole, that is up to each prospective holder, but an 
7 atented? ; . 
The 4 ae , , attorney can certainly help in evaluating the offering 
12. Does franchiser manufacture it or merely ee : seca * sf 
Box distribute it? ° along the lines outlined here. His fee can be considered 
e it’ 
any es , as alm investment in some very helpful personal 
, 13. Does product and package comply with all , : ; ; 
and ihe Ry NT - : protection. Here are some of the points of the contract 
ee ‘“ that he will review: 
14. How well does it sell elsewhere? : ‘ . a 
' ' . 1. Does it cover every aspect of the franchise 
15. Would you buy it on the open market on its 9 : . ; 
IVE ein , agreement? Verbal assurances have little meaning 
erits’ 
Pa he yee Been Org ey pee emer unless written into the contract. 
™ : one _ gt _ ae : Pa ae - pee 2. Can holder renew it without difficulty? 
. lalities, or just a mixture of ordinary raw ; : ae er 
any > etal J , 3. Can holder terminate it without difficulty? 
: aterials? sla sage ae 
L of 4. Can holder sell or transfer it without difficulty? 
nial ‘ 5. Does it protect holder against any law suits due 
* as WHAT ABOUT THE TERRITORY? to patent infringement, injuries caused by product 
A One of the most important things about a franchise ingredients or breakage in use? 
ard is that it gives the holder exclusive rights to sell the 6. Does it call for payment of a designated sum of 
franchiser’s product or service in a stipulated geographic money as a condition for getting the franchise 
ned area. The territory may be defined as covering all of continued on page 63 
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SOMMERS AY 


THE 
NEW 


SPEED QUEEN A203 


COMMERCIAL AUTOMATIC WASHER 


Despite Speed Queen’s nationally known, enviable reputation for “low- 
est maintenance costs in the industry” — new engineering, new refine- 
ments have been added to the 1960 Speed Queen to make it the most 
trouble-free, profit-making washer of all time. 


Add to those new features, the perfectly balanced, two-an-hour Speed 
Queen Short Cycle and you possess the unchallenged ingredients for 


PROFIT. Speed Queen washer parts are avail- 
able in over 140 major cities in United 
States and Canada. 


Commercial Dept. V 
SPEED QUEEN 


A Division of McGraw-Edison Company, 
Ripon, Wisconsin 














| 
| 
For complete details ! NAME 
of the new A203 | 
and other Speed Queen | ADDRESS eA 
Commercial Laundry Equipment, | 
fill out and mail CITY 

this coupon. | 

. ZONE STATE 
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A “Serviceman's Dream’. Remove two screws from 
the toe plate and the front panel raises for access to 
the entire front of the machine. 





Remove two screws and the entire top opens. Top 
and Front panel uni-hinge provides access to all parts 
without moving machine from its location. 





sd 
A NEW HIGH TORQUE TIMER, accessible through 
the coin box access door, requires a simple push to 
cycle the machine completely. Cannot be blocked on 
the “IN” position. Easily removed for servicing. 





TUB is filled faster, with a new high capacity aerated 
waterfall inlet. Air Gap is above machine top. Specifi- 
cally designed to prevent back-up and splash of water. 





NEW TAMPERPROOF RIGIDITY and Strength. Two 
bolts and bracket tie sump tub, side panel, coin box 
all together. Access to bolts is only through coin box 
service door. 


COIN-OP 
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[nasmuch as much of my account- 
ing practice is made up of coin-ops 
and drycleaning plants, a friend of 
mine, about to open a coin-op in 
the downtown New York City area, 
came to me with his organizational 
problems, with special reference to 
the tax problems he could reason- 
ably expect to face. The answers 
that I gave him are of such general 
application to the coin-op industry 
that the editors of COIN-oP Maga- 
zine decided to incorporate my sug- 
gestions into a tax article. 


Corporation vs. Sole Proprie- 
tor taxes: 


Shall I incorporate or stay a sin- 
gle or sole proprietor? Incorporat- 
ing brings more security in that the 
officers can be sued only to the 
limits of the corporation’s assets, 
Whereas a sole proprietor may stand 
to lose personal property (automo- 
bile, home, etc.) in order to meet 
business obligations. A corporation 
automatically makes the owner 
nothing more than an employee 
(the corporation is the employer), 
while as a sole proprietor, he is 
openly known as the boss. 

Another possible advantage of 
incorporating is the purchasing 
power that one tends to have. Some 
suppliers prefer to deal with a cor- 
poration because it is far easier to 
obtain a statement of financial condi- 
tion from the corporation than it is 
to obtain such a statement from an 
individual, who very often had per- 
sonal funds and transactions min- 
gled with business monies. 

From which type of organization 
would I benefit from a tax stand- 
point? A corporation must pay a 
Federal and a State tax. In certain 
instances one may avoid the Fed- 
eral tax. We will discuss this later 
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on. However, a sole proprietor 
pays only his personal taxes to both 
Federal and State governments. 
There is, however, an unincorpo- 
rated business tax based on profits 
that must be paid to the State. The 
Federal Corporation Income Tax 
is payable on the profits of the cor- 
poration. In other words, the in- 
come tax form has spaces in which 
to report the total of all income 
received, and from this the total 
business expenses are deducted, 
thereby leaving a net profit or loss. 
It is on this profit that the tax of 
30 per cent (up to $25,000 profit) 
is paid. If, however, there is a loss 
incurred after 1957, this loss may 
be carried back three years to off- 
set any profits in those years there- 
by enabling the taxpayer to apply 
for a refund for any of those three 
years until this loss is “used up.” 

A net operating loss can be car- 
ried forward for as many as five 
years following the year in which 
the loss was incurred, providing the 
income of the three prior years 
wasn’t enough to use up the loss. 

This type of tax structure is for 
all regular corporations (excluding 
real estate, etc.) There is another 
type of tax structure, providing the 
corporation meets the necessary 
requirements. j 

In 1957, the Federal Tax Law 
was changed whereby a corporation, 
meeting certain conditions, could be 
taxed like a partnership, thus saving 
the corporation tax, and still main- 
tain the protection of the corpora- 
tion. This election to be taxed as a 
partnership applies only to small 
business corporations, which must 
meet the following requirements: 
1. It must be a domestic corpora- 
tion ineligible to file a consolidated 
return with any other corporation. 
2. There must not be more than 10 


Understand your tax 
laws and save money 


by RICHARD SHANE 


shareholders. 

3. The shareholders must be indi- 
viduals (not partnerships or other 
corporations ). 

4. The shareholder cannot be a 
non-resident alien. 

5. The corporation can have only 
one class of stock (either common 
or preferred, but not both). 

Some other facets of the law are: 

@ The choice to take this election 
has to be made with not just the 
majority, but with the consent of 
all the shareholders. 7 

@ The election must be made 
during a two month interval, either 
in the first month before the begin- 
ning of the tax year, or in the first 
month of the year for which the 
election is to be made. In the case 
of a December 31 closing, these 
months would be December or 
January of the following year. 

@ To make this election, certain 
forms which are provided by the 
Internal Revenue must be filed 
along with each shareholders’ state- 
ment of consent. 

@ In the event of a new share- 
holder, his statement of consent 
must be filed within 30 days after 
he becomes a shareholder. 

The tax savings of this election 
to the corporation is that instead of 
paying 30 per cent Federal tax on 
net profits up to $25,000, the 
profits are distributed to each share- 
holder in the same manner as in a 
partnership, and the taxes on these 
profits are paid through the individ- 
ual shareholder’s tax return. As- 
suming his normal net taxable in- 
come is below 30 per cent and the 
addition of this profit will not place 


Richard Shane specializes in accounting 
procedures for the cleaning laundry in- 
dustry and is well known in N.Y.C. 


47 








the shareholder in a higher bracket, 
or in a bracket not exceeding 29 
per cent, the tax savings involved is 
obvious. 

In each taxable year, a return 
must be filed just as before. How- 
ever, instead of the end results pro- 
ducing a figure to be paid to the 
Internal Revenue Service, the re- 
turn is nothing more than informa- 
tional. 


Making the choice: 


There are ways to terminate this 
election, some which are: 


1. If a new shareholder does not 
consent to the election. 


2. If all the shareholders consent to 
revoke the election. 

3. If the corporation ceases to 
qualify as a small business corpora- 
tion. 

A sole proprietor, on the other 
hand, pays taxes on the profits of 
his business through his personal 
tax return. On a personal return, 
there is a form Schedule C on which 
all incomes and expenses of the 
business are reported. The resulting 
net profit is the amount of income 
by which the taxpayer pays his 
taxes. 

If one does not choose to incor- 
porate, he must file on a calendar 
basis (January 1 to December 31), 
whereas a corporation may choose 
any time of the year as its fiscal 
year. He must also file his trade 
name, or whatever name he will 
use, with the county clerk’s office 
so that he may ascertain whether he 
has chosen a name already in use. 
If he has, he must change the name 
to one which is non-existent in that 
county. 

There is one other facet of ac- 
counting which I would like to take 
up; that is the use of the first year 
double depreciation (Section 179 of 
the Internal Revenue Code). In 
essence, this provision states that in 
the year ended in which machinery 
is purchased (new or used, but not 
from a member of the family) a 
one-shot double depreciation on the 
machinery may be taken, providing 
it has a useful life of six years or 
more. 

This is the way it works: the 
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machinery, purchased anytime dur- 
ing the year, has, let’s say, a 10 
year useful life and a nominal scrap 
value. For example, machinery costs 
us $10,500 with $500 scrap value 
leaving a depreciable value of 
$10,000. Using straight-line depre- 
ciation, this means $1,000 a year. 
Section 179 states that although 
purchased anytime during the year, 
we may count the first year as a full 
year. It then states that we may 
take 20 per cent of depreciable 
value and deduct it from that value. 
In our example this means $2,000, 
subtract it from $10,000, leaving a 
balance of $8,000, which is our new 
basis of depreciation. We are then 
allowed to take our regular yearly 
depreciation of 10 per cent, but not 
of $10,000. Instead, we use our new 
basis of $8,000, which gives us 
$800 depreciation. We now find that 
instead of $1,000 depreciation on 
our equipment, we have taken 
$2,800, which gives us an additional 
expense of $1,800. Section 179 fur- 
ther states that this can be done only 
in the year of purchase and only 
upon the first $10,000 worth of 
machinery. If our equipment in the 
above example was $15,000, we 
would still be allowed only 20 per 
cent of the first $10,000 and regu- 
lar depreciation on $13,000 ($8,000 
plus $5,000). 


Other taxes: 


Form SS 4, referring to employ- 
ers liability for social security, is 
filed at the nearest District Director 
of Internal Revenue’s office. This 
form is obtained from the same 
office. 

Many states require unemploy- 
ment insurance. In New York, if an 
employer pays wages of at least 
least $300.00 a quarter (three 
months), he must pay unemploy- 
ment insurance. He must file an ap- 
plication, obtained from the State 
Department of Labor, to determine 
liability. There is also disability in- 
surance, which in New York State 
is required if the employer has three 
or more non-union employees. If 
he has less than three, he may elect 
voluntary coverage. 

The social security tax form is 
due quarterly. The employer is re- 












quired to deduct social security ag 
withholding taxes from the emplo 
ees and add an equal amount ¢ 
social security as his expense. 
amount is deposited on the first and 
second days of each month with 
the Federal Reserve Bank, and with 
the receipt cards from such deposits 
the employer adds a check for the 
remaining month and files all three 
with his quarterly tax report. 


Unemployment Insurance: 


The unemployment insurance in 
New York is the full expense of the 
employer and is paid quarterly in} 
full. If an employer has four or 
more employees for more than 20 
weeks, he is subject to a Federal 
Unemployment Insurance payable 
annually as a full expense to the 
employer. | 

The rate is three per cent of 
gross payroll less a credit of what- 
ever was paid to the state during the 
year up to a maximum of 2.7 per 
cent, thereby making the Federal 
tax as low as .003 per cent. 

Disability insurance is paid partly 
by the employee and the balance by 
the employer. This is insurance pay- 
able to an employee who is sick 
away from the job but not caused by 
the job. 

New York City has a unique gross 
business tax in that whether a busi- ] 
ness has a profit or loss, the em- 
ployer or owner must pay 2/5 of 
one per cent or .004 per cent on 
total gross receipts for business 
done in New York, but receives a 
small relief from business done out- 
side New York. This credit does not 
usually apply to coin-op laundries. 

As I mentioned earlier, these 
facts and figures represent the gen- 
eral tax and insurance picture in 
New York City, which with area I 
am most familiar. Individual situa- 
tions may vary depending on which 
part of the country the COIN-OP- 
erator finds himself. It is always 
wise to retain the services of a qual- 
ified accountant, lawyer and insur- 
ance broker before you invest in a 
business. The additional initial ex- 
pense will be more than compen- 
sated for by the money you will 
save and the peace of mind you will * 
achieve. O 
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40-Ib. TUMBLER 


When your customer drops “a coin in the slot,” she expects 
her washing to come out sparkling clean and thoroughly 
dry ... and she wants it in a hurry. She also likes the 
convenience of bringing her heavier household items at the 
same time . .. for washing in the same machines. 

if you want to provide her with this kind of 

results time and time again, then selecting coin-op 





No other equipment gives 








so many profit-packed features 


... at such low cost! 


A: 





equipment for your plant is easy. Easy, because only Hammond 


gives you all these features: exciting speed . .. smooth, quiet, 





trouble-free service and a quality of performance unmatched anywhere. 
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SEE YOUR NEAREST HAMMOND 
DISTRIBUTOR-ENGINEER OR 
WRITE DIRECT TO FACTORY 
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25-lb. WASHER-EXTRACTOR 


LAUNDRY — CLEANING 
MACHINERY COMPANY 


WACO, 


TEXAS 
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>oDRLS M3¥50 AND T3750 by T 
RYERS ¢ CG 2 fe 


THIS DRYER HAS BEEN TESTED, IN- 


SPECTED, AND LISTED BY UNDER- 
WRITERS’ LABORATORIES, INC., AND 


CARRIES THE UNDERWRITERS’ LABEL... 
BUILT UNDER STRICT QUALITY 
CONTROL THAT SETS A NEW HIGH 
STANDARD FOR THE INDUSTRY. 














America's Finest... Self-clearing slug rejector 
meter .. . safety door . . . exclusive left or right door 
opening . . . gear driven power transmission . . . 
perforated steel lint cylinder . . . separate high-low 
temperature control . . . stainless steel (satin-brushed) 
or high gloss enamel finish. 





sian HANA WOME 
endable aperiormanct 











aun 
AA WONe AA Ovens GHEE 


THESE CERTIFICATIONS AND/OR TESTED AND CERTIFIED BY CANADIAN GAS ASSOCIATION 
LISTINGS ARE FOR FUEL BURNING 
For illustrated brochure and mame — EQUIPMENT AS WELL AS ELECTRICAL CERTIFIED BY CSA TESTING LABORATORIES 


of nearest distributor, write — 


COOK MACHINERY CO., INC. 


WASHERS EXTRACTORS * DRYERS 
ORE Me cial: te Dallas 10, Texas, U.S.A. Telephone HAmilton 1-2135 
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LI MATL LZ. > HIGH PERFORMANCE 


RIFTY FRETY === 


CRISP, CLEAN APPEARANCE 
QUIET, TROUBLE-FREE GEAR TRANSMISSION 
37 by 30 GAS DRYER 
“D” SERIES 







ONE YEAR WARRANTY 
KNOB TYPE METER OR 30/60 MINUTE TIMER 
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GIVE YOUR CUSTOMER A SELECTION OF DRYERS! = 

With Tumblette and Comaco Thrifty Fifty you can offer the right dryer to fit every condition — oo ee ae 
QUALITY — NEED — PRICE | eS 

It’s no longer necessary to settle for less than a Cook-built dryer! 
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Coin-op — gift shop combo store’ 


creates good will, extra profits 


Housewives, with gift obligations throughout the 


year, flock to this Wheatridge, Col., coin-op 


Because 90 per cent of her cus- 
tomers are housewives with gift ob- 
ligations throughout the year, Mrs. 
Edward Wadsworth, partner in the 
General Electric Coin - Operated 
Laundry, in Wheatridge, Colorado, 
has become a “gift retailer.” 

The handsome 40-machine coin- 
op, in one of Denver’s western 
suburbs, attracts a steady parade of 
housewives from the northwest- 
Denver area, most of whom will be 
in the coin-op anywhere from a 
half an hour to an hour. To not 
only create direct profits, but like- 
wise to add a valuable traffic- 
builder, Mrs. Wadsworth experi- 
mented several months ago by plac- 
ing a small luncheon-size table at 
the head of a row of 10 dryers, and 
covering it with an assortment of 
imported dolls, china figurines, and 
novelty gifts. 


Gifts Sold Out 


All of these sold out within a 
few days, encouraging the Colorado 
coin-op owner to add several more 
varieties. Sales were just as good 
during the second try, with the re- 
sult that the right front corner of 
the coin-op has been converted into 
a “miniature gift shop” as pictured. 

Buying her gift items from Den- 
ver gift wholesalers, Mrs. Wads- 
worth follows a policy of never of- 
fering the same item twice, and 
points up the display by such fea- 
tures as a complete set of doll fur- 
niture, perched on a table in the 
corner of the window, plus two or 
three small display tables spotted 
here and there through the busy 
coin-op. Gift items are moderately 
priced, ranging from $1.00 to 
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$5.00, and always are more-or-less 
unusual; not likely to turn up in 
department stores, hardware stores; 
or the usual gift sources. 

“Most of the gifts are bought on 
impulse,” Mrs. Wadsworth said, “as 
women using the automatic laundry 
facilities suddenly remember gilt 
obligations such as birthdays, anni- 
versaries, graduations, as well as 
Christmas, Easter, and the usual 
run of events. Surprisingly, many of 
the gifts purchased for such gift ob- 
ligations have been in the better- 
priced brackets, rather than at the 
low end.” 

Mrs. Wadsworth, partner with 





Mrs. Rosemary McWilliams in the 
coin-op, began her gift shop opera- 
tion not completely convinced that 


it was a good idea. “I’m convinced | 
now,” she says, “that there is no | 


more logical place in the world to 
sell gifts to women than in a coin- 
op. After all,” she notes, “they are 
a captive audience, with no place 
to go until their laundry is com- 
pleted.” 

When asked what her secret for 
stocking her gift shop with appro- 
priate items is, Mrs. Wadsworth re- 


plies: “Very simple, I merely buy 
the things that I would like to 
receive.” © 

COIN-OP 
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long your best buy.....Now even better 


WEBEN Koppes nw SYSTEMS 


are now equipped with 


3 
. 


i "5 
, ng 
¥ 


tank lining 


Glasti-Klad is a heat hard- 
ened lining that gives almost 
complete corrosion protection 
against a wide variety of 
corrosive agents. Glasti-Klad 
protects like glass but it’s 
tougher and sturdier . . . beats 
galvanizing because of heav- 
ier film thickness and high 
dielectric strength. It is com- 


| pletely odorless, tasteless and 


non-toxic ... is absolutely 
impervious to all water con- 
ditions. Glasti-Klad is a 
product of WEBEN’S con- 


' stant research toward better 


products. 


Famous KopperTherm heater and the WEBEN Glasti-Klad hot water storage tank... 
combined at the factory with a specially designed pump system. On a steel base with 


skids ... actually provides a factory installation with only hook-up required on location. 


Also available “knocked down.” 


manufactured by WEBEN BOILER AND TANK CO., INC. 


INDUSTRIES, INC. 


1616 ANSON ROAD «+ DALLAS 35, TEXAS + Fleetwood 7-6331 


a subsidiary of 
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Exhibitors at NID Convention 


Abso-Clean Chemical Co. 
Booth 880 

ABT Mfg. Corp. 
Booth 2 


Ajax Pressing Machine Co. 
Booths 569-573, 619-623 


Alton Mfg. Co. 
Booth 472 


American Permac, Inc. 
Booths 60-62, 70-72 


Automatic Service & Supply Co. 
Booths D-31, D-32 


Beacon Washing Products, Inc. 
Booth 176 


Bock Laundry Machine Co. 
Booths 356, 357 


Bruner Corp. 
Booth D-15 


Calusa Chemical Co. 
Booth 181 


Canam, Inc. 
Booth 1011 

C & C Mfg. & Dist., Inc. 
Booth 15 

Chicago Dryer Co. 
Booths 169-171, 219-221 


Chicago Lock Co. 
Booth 16 


W. M. Cissell Mfg. Co., Inc. 
Booths 869-872, 919, 922 


Clesco National Products, Inc. 
Booths 278-282 


COIN-OP Magazine 
Booth A-2 


Colgate-Palmolive Co. 
Booth 957 


Columbia Boiler Co. 
Booths 931, 932 


of Pottstown 


Commercial Heater Co. 
Booths 276, 277 


DO-16 Corp. 
Booths 227-229 


Arthur H. DuGrenier, Inc. 
Booths 112, 113 


Fitch Distributing Co. 
Booth D-2 

Forse Corp. 
Booths 659-666 


Fulton Boiler Works, Inc. 
Booths 878, 879 


Bill Glover, Inc. 
Booths 863-866, 913-916 
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Gold Medal Products Co. 
Booth 180 


H. Greenwald Co. 
Booth 259, 260 


Hammond Laundry-Clean. Mach, Co. 
Booths 269-271, 319-321 


Heath Sales Co., Inc. 
Booth 177 

Hoyt Mfg. Corp. 
Booths 557-560 


Huebsch Mfg. Co. 
Booths 369-372, 419-422 


International Dryer Corp. 
Booths 1023, 1024 


International Duplex 
Booths 95-97 


Ironrite, Inc. 
Booths 629, 630 


Kaleen Chemical Corp. 
Booth 1027 


Keever Starch Co. 
Booths 325, 326 


Kisco Boiler & Eng. Co. 
Booths 351-353 


W. T. Lane & Bros. 
Booth 926 


Lehigh, Inc. 
Booth 1030 


Lestoil Products, Inc. 
Booth 327 


Lever Brothers Co. 
Booth 976 


Marlyn Chemical Co., Inc. 
Booth 430 


Marquette Corp. 
Booths 64, 65 


Maytag Co. 
Booth | 


Meese, Inc. 
Booth 508 
Mil National Corp. 
Booths 1056, 1057 
National Cleaning Equipment Corp. 
Booth C-1 
National Combustion Co. 
Booths 377, 378 
Newhouse Specialty Co., Inc. 
Booths 373, 374 
Norge Sales Corp. 
Booths 264-266, 314-316 
North American Maestrelli, Inc. 
Booths 120-123 


Pellerin Milnor Corp. 
Booths 669-676 


Philco Corp. 
Booth C-2 


Press-ette Mfg. Co. 
Booth 73 


Procter & Gamble Dist. Co. 
Booths 856, 857 


Prosperity Co. 
Booths 451-457, 501-507 


Sayve Corp. 
Booths D-21-D-25 


Schmidt Mfg. Co. 
Booths 974, 975 


Shaver Boiler & Equipment Co. 
Booth 63 


Wm. F. Shepherd, Inc. 
Booth D-27 


Small Equipment Co. 
Booths 151-156, 201-206 


Solon Super Lock Co., Inc. 
Booth 1025 


Solupak Co. 
Booths 124, 125 


Speed Queen 
Booths 909-912 


Standard, Inc. | 
Booth 9 \ 

Standard Change-Makers, Inc. 
Booths A-4, A-5 


Steamaster Automatic Boiler Co. 
Booth A-3 


Steele Canvas Basket Co., Inc. 
Booth 860 


Temco Industrial 
Booths 1009, 1010 


Troy Laundry Machinery 
Booths 851-853, 901-903 


Unimac Co. 
Booths 329-332 


Vend-Rite Mfg. Co. 
Booth 3 


Wascator & Wascomat of 
Booths 1058, 1059 


Water Refining Co., Inc. 
Booth 1076 


Weben Industries, Inc. 
Booths 230-232 


Whirlpool Corp. 
Booths C-4-C-9 


Zeolux Corp. 


America 


Booth A-1 i 
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COAST-T0-COAST 
COIN-OPS ARE cans | EM MN AIC 
AUTOMATIC WITH 


CENTRAL CONTROL SYSTEM 


DAYTON ¢ FORT WORTH @ WINNETKA e@ WHEELING e JACKSON e DENVER e KANSAS CITY 
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TROY @ HE’ SERSON e RICHMOND ® FERGUSON < OVERLAND e REXANNA e OKL/ 
MIAMISE | ys AUKEE 































WINON/ : " INGAME 
NASHV! 7 CSON 
PHOEN 7 DENVER 
KANS/ | ; LOUISVILLE 
MINN CHICAGO 
PALM » HIALEAH 
ENGL( REXANNA 
OKLA, ND e SAN 
ANTON ILLYWOOD 
ST. LOL ° WARSAW 
WINNO. 9 e WHEELING 
JACKSON “4 INDIANAPOLIS 
LOUISVILLE ARK « MEDWAY 
CHICAGO « ND e ROANOKE 
HIALEAH e ENGLEy. | e OVERLAND 
REXANNA e OKLAHOMA _... > 2fON « L ‘D ¢ ASHLAND 
SAN ANTONIO « MILWAUKEE © Wh «GELES ¢ iOLLYWOOD 


* NEW ORLEANS e DA e WARSAW 
WINNOTA « TUCSON e PHOENIX e DAY) FORT WORTH e WINNETKA @ WHEELING 
JACKSON e DENVER e KANSAS CITY ¢ DETROI, ICONDIDO e LONG BEACH e INDIANAPOLIS 
LOUISVILLE «© MINNEAPOLIS «© WASHINGTON e SACRAMENTO e MELROSE PARK « MEDWAY 
CHICAGO e PALMYRA e SPRINGFIELD e BURBANK e SEATTLE ¢ PORTLAND # ROANOKE 
HIALEAH *« ENGLEWOOD e TROY # HENDERSON ¢ RICHMOND e FERGUSON e OVERLAND 


ST. LOUIS © BURLINGAME e NASHV). 


The most progressive coin-op laundries SEND NOW FOR YOUR 
and the most profitable ones are the ones FREE COPY OF THE COMPLETE 
TEMCO-MATIC STORY 


y ' Before you invest in coin-op equipment. . 
America are setting the pace for profits or if you're planning to expand or 


using electric controls. Owners all over 


renovate . . be sure to get the complete 
Temco-matic story. This full color, fully ~ 
tem. It’s the competitive way to go mod- illustrated brochure will give you the 
information you need to make the 
right decision . . tell you why Temco-matic 

is the truly automatic, truly modern way to 
“Toe TET _ -—— today’s and tomorrow’s profits in the coin-op 
N.1.D. A. I.L. Convention field. For your free copy, call your 
Coin-Op Washer distributor or write Dept. 720E. 


with the Temco-matic central control sys- 


ern today, stay modern tomorrow. 








© LING-TEMCO ELECTRONICS, INC. 


TEMCO INDUSTRIAL DIVISION + P. O. BOX 6191, DALLAS 22, TEXAS 
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SAVE 





CONSUMER DESIGNED 


HUEBSCH TUMBLERS 


MAKE FRIENDS AND CUSTOMERS 


Tor You { 

SIMPLE, SAFE LOADING DOOR 
TEMPERATURE RANGE FOR ANY LOAD OR 
FABRIC © NO LINT WORRIES e@ COOLER 
SURROUNDINGS @ COLORFUL TUMBLERS 
CHOICE OF ANY COLOR e STANDARD 

OR COIN OPERATED MODELS 


ORDER THE HUEBSCH 37x 30 








WAYS with 
HUEBSCH | 








SAVE WITH HUEBSCH ON TRANSPORTATION... 


. Huebsch Factory Network (5 plants located nation- 
. wide, and now a sixth in Toronto) cuts transportation 
° costs and delivery time significantly. You save as 


. much as $40.00 or more for each Huebsch 37 x 30 
gas heated tumbler dryer in transportation costs alone 
and up to one week or more in shipping time. The 

‘ Huebsch 37 x 30 tumblers are shipped F.O.B. nearest 

. factory to save you time and money. Why not cash 
in now on these savings? 





SAVE WITH HUEBSCH ON INSTALLATION... 


Special Huebsch built-in features save on installation 
time and costs: Adjustable feet for quick, easy level- 
ing and alignment of tumblers; automatic back-draft 
damper prevents hot air and lint from blowing back 
through tumbler into room; and safe, too, with High 
Temperature Limit Control, Air Flow Switch, and keyed 
locks on access panels. 





SAVE WITH HUEBSCH ON OPERATION... 


Huebsch quality construction guarantees you a long- 
life tumbler with a minimum of care and attention: 
self-cleaning lint screen and Magic Carpet for quick, 
easy lint removal; trouble-free drive; no hidden 
gears. All controls readily accessible from front for 
fast, easy servicing and adjustment; sealed ball bear- 
ings, no oiling required. 


HUEBSCH ORIGINATORS 


MILWAUKEE 
IN TUMBLERS. 


FIRST 


, WISCONSIN 

-FIRST IN FEATURES 
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Q. I have old equipment which is 
costing more and more on repair 
bills — especially in motor repairs. 
Aside from getting new equipment 
or buying replacement motors, what 
can I do. 


A. You can do several things. One 
is to prevent the motors from burn- 
ing out by keeping the main shaft 
bearings lubricated. Another is to 
put a circuit breaker in the motor 
circuit to prevent overloading. You 
could also have your motors re- 
wound. 


\. Is it possible for me to buy 
individual solenoid coils instead of 
buying the complete solenoids? 


A. Yes. Solenoid coils for pump 
or spin solenoids are available from 





LEM‘? 


by RUBIN BRAUN, Technical Editor 


repair jobbers in some areas. How- 
ever, the time and labor necessary 
to exchange the coils in the unit 
might convince you to buy complete 
sets. 


Q. Every morning we go to our 
coin-op we find that rusty water 
enters the first washers put into 
operation. However, this does not 
happen later in the day. What's 
wrong, and how can it be prevented? 


A. I would say that you have rust 
in your boiler, pipes or supply tank. 
The best way to prevent rust from 
ruining your customers’ clothes is 
to clean the rust from these sources. 
If the condition only exists in the 
first hour of operation, perhaps a 
drain cock at the end of the supply 
pipes should be installed to top off 


THE SYMBOL OF QUALITY IN COIN METERS 


Quality that spells trouble-free service 


the rusty water collected overnight. 
Do this until clear water begins to 
flow. Another method you might try 
is to run hot water through the 
washer which is the last on the hot 
water line and rinse the unit thor- 
oughly after clear water appears. 


Q. Soap and detergent create an 
unpleasant odor in my store. Do 
you have any suggestions on how to 
overcome this condition? 


A. If the odor is a normal laundry 
odor, try using air deodorants. If 
the condition exists because of a 
water temperature or detergent clas- 
sification problem, check to see if 
the dry supplies kept in the con- 
tainers are encrusted. If they are, 
talk to your supplier. 


Let Rubin Braun solve your coin- 
op problems. All you have to do is 
send him a letter. The address is: 
Problems: CoIN-op Magazine, 1Q 
East 40 Street, N. Y. 





bigger profits — you're sure of it when you see the Greenwald 
name on your coin meters. Greenwald quality is no accident. It's the result of long experience, 


and modern engineering. It's another big reason why Greenwald is the first choice of laundry equipment manufacturers and 
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coin store operators across the country. For your free copy of the Greenwald brochure, write today to: 


H. GREENWALD CO. Dé»rT. | 


1340 METROPOLITAN AVENUE, BROOKLYN 37, NEW YORK e GLENMORE 6-5900 
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AbbiRRres 


The Temco Industrial Division 
of Temco Electronics and Missiles 
Co., a subsidiary of Ling-Temco 
Electronics, Inc., has acquired the 
manufacturing rights as well as the 
tools, dies and production equip- 
ment from Forzeo Mfg. Corp. for 





the automatic, coin-op 20-pound 
washer, model FZ-4. The Zeolux 
Corp. of New York City has been 
named the exclusive national dis- 
tributor for the double-loader, under 
its own trademark, Launderama, 
and will continue in the same capac- 
ity for Temco Industrial, according 
to Leon Mason, division manager of 
Temco Industrial. 


A new nationwide franchised dry- 
cleaning store chain, called Peter 
RAPID, inc., opened its first store 
in Brockton, Mass., Nov. 19. The 
Brockton store, and all Peter 
RAPID stores to follow, operate on 
a combination principle: during the 
day it is a professionally-attended 
drycleaning store, with an Italian 
made Maestrelli 30-pound dry- 
cleaning unit, located in the front of 
the store on a line with the counter. 
At the close of the day a sliding 
aluminum panel closes off the 
counter and finishing section, leav- 
ing only the drycleaning machine 
exposed. The Maestrelli unit is then 
switched over to coin-operation by 
means of an inside flip-switch for 
all-night service directly to con- 
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sumers. The Massachusetts corpo- 
ration will issue franchise rights to 
locally-owned and operated dry- 
cleaning package plants and laun- 
dry centers throughout the country. 
Coast to Coast Peter RAPID stores 
are scheduled for Spring of ’61. 


Effective January first, Bob Stam- 
bach became sales manager for the 
Nik-O-Lok Co. Stambach was re- 
cently transferred from the com- 
pany’s New York City office where 
he was district manager. Nik-O-Lok 
president, J. B. Lanagan, also an- 
nounced the retirement of Charles 
F. Steinmetz, the firm’s assistant 
general manager. Steinmetz is 
known throughout the hotel, trans- 
portation and retail department store 
industry as a coin lock authority. 
He was formerly president of the 
American Sanitary Lock Co. when 
it was formed in 1910. He became 
assistant general manager of Nik- 
O-Lok after merger in 1935. 


Hawaiian distributor for the en- 
tire Clesco National Products line 
will be Evans Distributors. Stanley 
Davis, president of Evans, reports 
that his firm will stock and sell the 
complete Clesco line, including dry- 
ers, coin-changers, bucket-seats, 
wash centers, and the Clesco JET 
420-DC Automatic Drycleaner. 


New sales manager of the Violet 
Ray Coin Laundry Div. of Sayve 
« Corp. of America 
is George Blan- 
ford. His appoint- 
ment was announc- 
ed by Sayve vice 
president, Gerald 
Wallens. Prior to 
: joining Sayve, Blan- 
ford was general manager of TV 
station WPFA in Pensacola, Fla., 
and built and owned radio station 
WHLN in Harlan, Ky. He will be 
directly concerned with the sales 
and promotion of “Sayve Self Serv- 





VISELTEAR, Associate Editor 





ice Center” franchises. The Service 
Center consists of five self-service 
unattended coin-operated businesses 
under one roof. It includes a Auto 
Washette, coin  launderette, - self 
service Beautette, 
Valette and a self service Grocer- 
ette. Also included is a free play- 
land for children to use while the 
parents are making use of the Serv- 
ice Center. Sayve Corp. also fran- 
chises motel and “fast food” snack 
stands. 


Whirlpool’s coin-op drycleaner is 
currently being tested at 50 loca- 
tions in 20 cities in 10 states. 
“Through the new field tests,” an- 
nounced RCA Whirlpool’s commer- 
cial laundry and drycleaner man- 
ager, John Crouse, “We will be able 
to further examine the unit’s per- 
formance in actual customer use and 
measure customer reaction to this 
revolutionary means of dryclean- 
ing.” For this current test, Whirl- 
pool has selected professional dry- 
cleaners to maintain and service the 
machines which will eventually find 
a market in coin-ops. 


Kal, Ehrlich & Merrick Adver- 
tising of Washington has been ap- 
pointed agency for Bishop Engi- 
neering Co., Inc., manufacturers of 
pre-fab aluminum coin-op _ build- 
ings. The announcement was made 
by Gerald La Borwit, executive 
v.p. of Bishop. 


Convention goers will find the 
Wascomat washer extractor line at 
the Bermil Sales & Service booth, 
1058, 1059. 


Manufacturer members of Coin 
Machine Council have voiced bright 
hopes for the export market in 1961 
and foresee a reversal of the domes- 
tic drop in business felt in 1960. 
“Market Playlands,” the CMC in- 
forms us, “reached boom propor- 
tions in 1960 and promises in- 
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. centers, 


creased prosperity for manufac- 
turers of coin-operated equipment 
in 1961.” 


The privilege of naming the new 
RCA Whirlpool “multiple service” 
soon to make their debut 
throughout the country, belongs to 
RCA Whirlpool employees, decided 
the company’s top brass. The ultra- 
modern stores will feature Whirl- 
pool washers, drycleaners, and such 
diverse coin-operated items as hair 


' dryers, etc. The contest started Dec. 


~~ 





The 


will 


| and ended Dec. 15, 1960. 
winner, not yet announced, 
have his (or her) choice of any 
RCA Whirlpool heavy appliance. 
Five best names were submitted 
from each of the company’s divi- 
sions. If an employee’s entry was 
among these five best names, he 
stands not only to win the divi- 
sional prize—a hotel-motel built-in 
automatic ice maker—but his entry 
will be among the top 60 entries 
(12. divisions) from which the 
judges will make their final selec- 
tion. 





and related 
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Sewage overflow 
Waste-water problems 
coin-ops, and frowned upon by 
municipal authorities, have been 
greatly reduced after the installation 
of Lansing Clarifiers, says the com- 
pany. The Clarifier unit, built by 
Lansing with the help and sugges- 
tions of owners and distributors of 
washing equipment, showed the fol- 
lowing results after a recent test: 
Reduction in odor-causing bacteria 
... 84 per cent. Removal of sus- 
pended solids . . . 78 per cent. Re- 
moval of detergents . . . 78 per cent. 

In many areas these results will 
comply with Department of Health 


. Tequirements, say the Lansing Clari- 


fier people. The company has 
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arranged for a limited number of 
deals to be financed over 48 months, 
after a down payment. The unit is 
guaranteed to perform in compliance 
with Health Department standards 
for the first four years. Any changes 
in requirements, or complaints by 
the Health authorities, will be han- 
dled by the company at no addi- 
tional cost to the coin-operator, says 
Lansing. In the event of a shut- 
down, payments will be suspended 
until the operation can resume. The 
Lansing Clarifier is fabricated on 
one platform and requires 120 
square feet of floor space. The com- 
pany says that all wiring, and all 
possible plumbing is done at the 
factory. 


New chairman of the board of the 
American Home Laundry Manu- 
facturers Association for 1961 will 
be Maytag’s marketing v.p., Claire 
G. Ely. Fred H. Holt, general man- 
ager, home laundry department, 
General Electric Co., was elected 
vice chairman of the board. Mason 
Smith, financial v.p., Whirlpool 
Corp., was elected treasurer of 
AHLMA. The association is com- 
posed of 20 manufacturers who ac- 
count for nearly 100 per cent of the 
United States production of home 
laundry appliances. Complete 1960 
factory sales of these appliances are 
expected, according to the associa- 
tion, to total 4,682,000 units, with 
a retail value of more than one and 
one-quarter billion dollars. 


Consolidated net earnings of 
A L D, Inc., and subsidiaries, na- 
tional distributors of the Westing- 
house Laundromat was $1.41 per 
share for the average number of 
shares outstanding for the year end- 
ing September 30, 1960, according 
to an announcement made by Frank 
E. Ross, president. The earning is 
after an employee profit sharing 
program accrual instituted this year 
amounting to approximately three 
cents per share after taxes. Earn- 
ings for the previous year, without 
the profit sharing program, on the 
then outstanding shares, was $1.32. 
Consolidated net sales for the year 
were $40,541,996 after elimination 
of intercompany sales, as compared 





to $37,005,436 for the previous 
period. Percentage of profits on net 
sales were practically identical at a 
fraction less than eight per cent. By 
action of its board of directors, a 
quarterly dividend of 222 cents per 
common share has been declared, 
payable December 1, 1960, to stock- 
holders on record as of November 
25, 1960. 


Acquisition of another packaging 
and warehouse building by Kaleen 
Chemical Corp. has 
been announced by 
Louis Twersky, 
company president. 
The 12,000 square 


foot building, in 
Brooklyn, N. Y., 


will be used to fa- 
cilitate Kaleen’s packaging of their 
new 10-cent size box of KAL laun- 
dering aids. 


An electronically controlled dry- 
er has been added to the Maytag 
home laundry line. According to 
president George Umbreit, the unit 
utilizes moisture - sensitive coils 
within the dryer drum. Three auto- 
matic settings are offered the con- 
sumer. 

Here’s how the unit works: 

On the three baffles in the drum, 
there are 72 sensing points—24 on 
each baffle. The 24 sensing points 
are created by winding two elements 
on each baffle—a positive and neg- 
ative forming 12 loops with each. 

A low level signal sent through 
the elements is interrupted by damp 
clothes. When the clothes are dry, 
the signal is uninterrupted and the 
sensing circuit is completed. A col- 
lecting ring is used in feeding the 
signal to the control box. ~ 

“Within the control box a simple 
system converts the signal to suffi- 
cient amplitude to perform the 
necessary drying cut-off or switch 
to timer control to complete the 
cycle. The return signal lights a tiny 
lamp. A photo-electric cell responds 
to the light, activating a relay. 

“The control box incorporates 
the photoelectric cell, the wink 
light, resistors to create the signal, 
condensor, relay, and circuits, on a 
printed wire panel. © 
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Detroit Ad Campaign 

The Coin-Operated Self-Service 
Laundry Owners Association, Inc., 
Detroit, has announced that it has 
formulated plans to have an in- 
dustry-wide advertising program to 








THE sa rion 


sell the coin-op industry to the 
housewives. Preliminary negotia- 
tions have been held with various 
equipment distributors in the De- 
troit area. The plan, evolved at 
these meetings, is to have the dis- 
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Heats water 9 times faster + Builds big reserve supply » Keeps costs 


down + Send for brochure describing patented radiation feature 


ACE TANK AND HEATER CO. 


10847 SO. PAINTER AVE., SANTA FE SPRINGS, CALIFORNIA 
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tributors, as a group, contribute § 
an advertising fund equal to thy 
which the COIN - OPerators them 
selves contribute. If the  votigy 
members, who represent about 13) 
stores, contribute five dollars pg) 
month per store, the Associatign 
could have an advertising budget @/ 
$1,300 a month. 


' 


Motor City V.P. 

Maury Logan was elected second 
vice president of the Coin-Operated! 
Self-Service Laundry Owners Asgo-/ 
ciation, Inc., Detroit. He will fil 
the spot vacated by Vic Van Etten, 
who resigned to move out of the 
state. Logan was the first member 
of the group to initiate the 25 cent 
wash in his store. He found the! 
move to be a great success for him, 





Holiday Closing Law | 

The Coin-Operated Laundry De 
vision of the Massachusetts Laut 
dryowners’ Association — reported’ 
that a new law was signed to clos A 
businesses on legal holidays. The tu 
law, signed by the governor and ef- “ 
fective since November 29, 1960, 
applies the Sunday Closing Law to} 
January 1, May 30, July 4, Labor 
Day, November 11, Thanksgiving! 
Day and Christmas Day. It does} 
not apply to February 22 and 
April 19. 





Mass. New Members 


New members to the coin-op d- 
vision of the Massachusetts Laun-' 
dry Owners Association were al- 
nounced. They are: Arthur Fulton, Zz 
North Abington; Lewis Rossman, sf 
Randolph; Kenneth McIntyre, 
Franklin. We are always pleased 
to announce the growth of associa- 
tions. i 





Detroit Law 

“No person, copartnership, firm) 
or corporation shall operate 4 
laundramat within the corporate) | 
limits of the City of Detroit unless} 
licensed by the Mayor,” reads the 
first paragraph of an ordinance 1 
license and regulate coin-operated! 
laundries; to provide for inspection; | 
to provide a fee; to prescribe the! 
hours; and to provide for penalties| @ 





continued on page 6 | 
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The famous old Liberty Bell is one of the sights 
on the “must list" of conventioneers to Philadelphia. 
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A desk-top, portable slide film projector that can be used without 


s. The turning down room lights, has been made available for sales presen- on 
and ef- tations of the Norge coin-operated drycleaning units. ¢ i gy S Ee UPS 
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1-op di- 
; Laun- _ : 
an | Since the arrival of Edward 
: Michael (Dec. 7, 1960) Editor Dick 
Fulton, Ziff and wife, Lenore, have been 
ossman, spending more time in the local 
[ntyre, coin-op laundry. 


pleased 
associa 
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"The Coin-Op Drycleaner Story" is being 
told by Whirlpool Corp.'s traveling show 
on wheels. The specially constructed 
mobile demonstration trailer consists of 
a tractor-truck, trailer, and operating 
coin-operated drycleaning equipment. 
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COMPLAINT 
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Rubin R. Braun, Technical Editor 


WASHER DIAGNOSIS CHART 


PROBABLE CAUSE 


(Assuming the circled electrical parts are operating properly) 
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drive shaft binding 
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C—Solenoids 


clutch spring loose « 


PART VII: Miscellaneous 


D—Switches 
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starting next issue: Details of repairs and maintenance as outlined in seven previous Diagnosis Charts. 
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Franchise 


continued from page 45 


for a particular territory? 

7. Does it call for the payment of a designated 
per cent of holder’s annual sales or a fixed 
annual fee of any kind? 

8. Does it call for the purchase of a certain amount 
of merchandise each year? 

9. Does it require holder to meet an annual sales 
quota or lose franchise? 

10. Does it allow holder to engage in any outside 
business activities? 

11. Does it require holder to establish a certain 
type and size of store, plant, warehouse or shop? 

12. Does it require holder to pay part of the cost of 
national advertising? 

13. Does it permit holder to return unsalable 
merchandise for credit? 

14. Does it specify various kinds of supplementary 
service which franchiser provides for holder? 

15. Does it have a feeling of mutuality? Does it 
really offer a plan that will benefit both parties 
to the agreement? 


WHAT ASSISTANCE DOES FRANCHISER 
PROVIDE FOR HOLDER? 


The extra things that the franchiser agrees to do, 
and which should be listed in the contract, can be one 
of the best aspects of a good franchise relationship. 
Merely providing an exclusive right to sell a product 
in a designated area is rarely enough to insure holder’s 
success in today’s fast moving world. Franchiser’s 
knowledge and experience, when they are made 
available, can be extremely helpful. In fact, they are 
one of the best justifications for the whole franchise 
system. Some of the things which alert franchisers are 
doing for their holders include: 

1. Training programs for holder and key employees. 


2. Selection of suitable store locations, handling of 

_ lease arrangements. 

3. Design of store layout, advice on fixtures and 
decorations, displays, signs. 

4. Selection of opening inventory. 

5. Planning of advance promotion for store opening. 

6. Supplying business manuals, sales kits, 


accounting systems. 

7. Merchandise buying and inventory control 
training. 

5. Market surveys to determine territory potential. 

9. Follow-up counseling and financial statement 
analysis. 

10. Consignment of merchandise stocks, delayed 
datings on seasonal orders. 

11. Installment terms for equipment, heavy 
machinery purchase. 

12. Direct loans to qualified individuals. 


WHAT ADVERTISING IS PRODUCT RECEIVING? 


It’s one thing to say people, institutions, or business 
continued on page 67 
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NOW! YOU CAN BUY 
EVERY TYPE MIXING 
VALVE FROM UNITED! 


° ONE YEAR 100% GUARANTEE 


e FAST. . . FAST SERVICE . . . ORDERS 
SHIPPED IMMEDIATELY 


OVER 20,000 VALVES IN STOCK 


Valves for these name brands 


Bendix Maytag Blackstone 
Frigidaire Norge Whirlpool 
Speed Queen Kelvinator Apex 
A.B.C. Westinghouse Easy 
Hamilton Hotpoint Dexter 
Philco-Bendix G.E. Corando 


ALL THERMOSTATIC TYPES 
EXCHANGE ....... $5.50 


Send in your defective valve. We'll 
send you one with a one year 
100% guarantee. 


OUTRIGHT ..... $6.75 


You don’t have to send a dam- 
aged valve. Just order the one 








you want. 
2 ALL NON-THERMOSTATIC TYPES 
EXCHANGE ...... $4.00 


| ee. | ee $4.75 


EASY TO ORDER 


When buying outright, use factory number; when 
exchanging valves, no number is needed. You will 
receive exactly correct valve. 


FREIGHT PREPAID 


ALSO AVAILABLE: Hose, Screens, 
V-Belts, Coils, Valve Parts 


FOR MORE PROFITS 


An out of order sign costs you money. Lowers profits. 
Be sure your washers are constantly making money for 
you. Be sure water temperatures are right for customer 
satisfaction for efficient operation. Replace old valves 
now. 


ORDER TODAY! 


UNITED VALVE SERVICE Inc. 
3024 W. Montrose Ave. 
Chicago 18, Illinois 
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What’s New 


continued from page 8 


The unit is mounted on large wheels 
for easier handling. A complete set 





of tools and accessories is included 
in the purchase price. COIN-OPerators 
may purchase the cleaner on a 1/12th 
per month payment plan. 

CIRCLE READERS SERVICE CARD No. 58 


EVAPORATIVE COOLER 
A ventilating and cooling system 
said to be designed especially for 
coin-ops and drycleaning plants is 








offered by Alton Mfg. Co. The unit 
an evaporative 
and does not require the use of re- 
The company says the 
system will operate for less than 50 
cents a day during the hottest sum- 
mer months and will 
temperatures down 10 to 20 degrees 
on a 90 degree day. 

CIRCLE READERS SERVICE 


works on 


frigeration. 


principle 


bring indoor 
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COIN-OP HAIR DRYER 


A coin-operated commercial hair 
dryer mounted on an “indestructible” 
moulded fiberglass chair has been in- 
CACo 


troduced by 


“Sol-O-Matic” unit 
black, white and pastel shades of blue, 
green, pink and beige, in solid or gold- 


with either the Marktime meter, both 
slots open, 25 cents for 30 minutes, 


10 cents for 10 minutes or the coin 
slide meter with the time flexible. 


CIRCLE READERS SERVICE CARD No. 6 
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KEY ADAPTER 
A tool that is said to enable the 


busy coin-operator to cut his collec- 
tion time to one-fourth 


3 DAYS AND YOU'RE 
IN BUSINESS WITH 


PORTA-BUILD 
BRBRBRRERS 


COIN OPERATED LAUNDRY 





COIN-OPERATED LAUNDRY 


You furnish land, foundation and utility 


connections . 


we set your fully- 


equipped laundry in place, ready to go! 


¢ Automatic coin ¢ Soap dispenser 
changer ¢ All-aluminum 

¢ 18 agitator exterior 
washers ¢ Fiberglass 

© 6 50-pound dryers insulated 

® Gas hot-water ¢ 17 louvered 
heater windows 


Write Dept. B for literature 


PORTA-BUILD, 


CROSSVILLE, 


INC. 


TENNESSEE 
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length is being offered by H. Goodwin, ¥ 
The adapter will handle different keys f*- 


and can be removed with the key in- 


& Dist. Four models are the first of 


for Coin-Ops 


Double packages vend for 10¢ § 
each—give you a good mark-up. 


Luse’s Lo-Sups, the condensed- 
suds detergent; SAFE-WHITE 
BLEACH, safe for all 
fabrics; and Lumar, the original 
powdered fabric softener—these 
Marlyn packages are proven mon- 
ey-makers in coin-ops from coast 
to coast. They have two compart- 
ments, each containing enough for 
an average 9-lb. load. 


To fit your present machines or 
inquire about special Marlyn machines. 


MARLYN CHEMICAL COMPANY, Inc., Lakeview, Ohio 
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CARRY-ALL 


The last word in laundry carts 
designed for automatic laundry 
industry. 


Chrome plated tubular steel 
carriage. Heavy duty ball bear- 
ing casters. Serial numbere 
plate you can register in case 
of loss. Your choice of three 
different size steel wire baskets 
protected with six non-marking 
rubber bumpers. 


This is our I5th year in pro- 
ducing quality carts an 
baskets for laundry use. 


P.O. Box 28 
Maywood, Calif. 
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Information 


.-- YOURS FOR THE ASKING 


. , Remember, every advertisement, new product 

\ “a and free literature item in this issue has a key 

first of Jae number. To get full information on any 
wou : — or system featured, simply circle the 
ey number on the postage-free Readers 
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The 


Easiest 


TO KEEP POSTED 


on the latest products and equipment for 
COIN-OP Laundries and the new COIN-OP 
Drycleaning systems .. . circle the key number 
of any Advertisement, Products Parade or 
Free Literature item featured in this issue on 
the postage-free Readers Service Card below 
In no time at all, and without obligation, the 
information you requested will be on its way 
to you. 
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10 cent box venders; two are five COIN-OP DRYCLEANER 


cent packette venders. One box vender An eight-pound load, 45 minute 
features a capacity of 25 in each of cycle coin-operated drycleaning unit 
its two columns, the second has a has been introduced by Westinghouse 
apacity of 100 in its four columns. Electric Corp. The unit will be dis- 
The packette venders are offered in tributed by Ald. So designed that from 
two models: #5P200 with five col- one to three units can use a single 


filter system, the drycleaner uses 
perchlorethylene, charged with a dry- 
cleaning detergent. The filter removes 
soil, fatty acids and fugitive dyes from 


umns of 40 capacity each, vending a 
total of 200 packettes; Model #7P200 
has seven columns of 40 capacity each, 


‘ IR qackKke > . ’ 
a total of 280 packettes. the solvent, which is then returned to 
CIRCLE READERS SERVICE CARD No. 62 
DUAL TOOL 
The “Light Driver,” a_ flashlight 


with a special chuck embedded in the 
lucite lens for four interchangeable 
screwdriver blades—two regular and 
two phillips type—is the latest product 
from J. H. Mfg. Co. It is designed 
to permit the user to work freely in 
dimly-lighted areas, where handling a 
screwdriver and a_ flashlight both 


ight be awkward. The lucite lens ens 
| ae a storage tank. In drycleaning termi- 


provides more than 5,000-volts insula- nology. the unit is a “hot” unit. for 
tion while the width of the handle it uses hot air to dry the cleaned gar- 
allows high torque, says the company. ments. 

CIRCLE READERS SERVICE CARD No. 63 RCLE READERS SERVICE CARD No. 64 


Built especially for COIN-OPERATED LAUNDRY STORES 





rates eon er ¥. EXTRA LARGE 
® Lowest first cost _ | : j 4 CAPACITY 
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* High-capacity lifetime 
softening mineral 
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g 
MANUAL * SEMI-AUTOMATIC ° FULLY AUTOMATIC 


Available in 24 models with exchange capacity ranging from 
200,000 to 1,500,000 grains...all with high service flow rates 


necessary in coin-op laundries. 
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Write today for complete information 


UNIVERSAL 


WATER SOFTENER COMPANY 


1400 REED ROAD, DEPT, C-2 
GENEVA, ILLINOIS 
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* Lowest operating cost a 2 \4 1 YEAR GUARANTEE 


e Automatic by-pass of F : 4 —_— 

water during regen-— | ON ALL PARTS @ 
; eration t : = DUAL COIN PANEL Smoo 
3 re dou- — “ INDIVIDUAL 
: e-dip galvanized = § packAGED 
; tanks ——__ A ENVELOPE 
Hi ® Automatic backwash . —— PRODUCTS 

} control prevents loss © ———————— 


TCL Le eae | US ON 


TAPE REPEATER 


Continuous background sound of 
music and taped advertising messages 





under all conditions has been made 
available by Cine-Sonic Sound, Inc. 
No monthly service charges are made 
by the company. 

CIRCLE READERS SERVICE CARD No. 65 


MULTI-DUTY BAG 


A heavy-duty “Clothes-Poke” laun- 
dry bag manufactured by Coin-Op 
Equipment Service, is said to be dura- 
ble, odorless, dustproof. The five-foot- 
by-three-foot plastic bag is said to hold 
four washer-loads, and may be used 
as a dampening bag, for wet or soiled 
baby items, as a utility bag, for stor- 
ing woolens, for fishing, etc. O 
CIRCLE READERS SERVICE CARD No. 66 





VEND AMERICA’S FINEST 
PACKAGED LAUNDRY PRODUCTS 


UNIVERSAL = || Snooth-O-Matic 


WATER SOFTENERS |. 7, @ 8 Column Vendor 
i ining rt Offers More = 
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Largek Coblivg 


WALL MOUNTED 
Tree WENDOR 
TYPE 

Here is a Low-In-Cost Trouble Free 
Vendor designed exclusively for Coin- 
Op stores. Each product name smartly 
silk-screened in two beautiful colors 
* Laundry Detergent + Powdered 


Bleach + Powdered Bluing * Work 
Clothes Soap * Instant Starch 


TET oc 


WRITE US ON 
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TREMENDOUS 
SAVINGS 


EQUIPMENT MARKETERS 


EFFICIENCY SYSTEM 


FOR HANDLING 


“OUT-OF-ORDER” CARDS 
REDUCES BY 80% 


The number of cards placed on 


machines 


PHONE OUR OFFICE 
DURING THE CONVENTION 
DEMONSTRATION 
WILL BE ARRANGED 


EQUIPMENT MARKETERS 
227 N. l0th St., Phila., Pa. 
WAlnut 5-7056 
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NI x-PIx 


Replacement Locks 


to fit any of your 
machines! 


New Solon methods now make the world’s 
best locks the easiest to order and install. 
Just tell us the make and model of your 
laundry or vending machines and the 
number of locks you need. That’s all there 
is to it. 
* * . 

The iron-clad, written Solon guarantee covers 
full assurance that easy and secure installation 


of NIX-PIX locks can be made on all your 
laundry or vending machines by your employees. 





FREE literature, catalogue 


Ty 


NiIix-PiIx LOcKs 
115 L Street, S.E. Washington 3, D.C 
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NEW@ 
OPENINGS 


— EAST — 
Robinson & Smith Launderers and 
Drycleaners have opened an RCA 
Whirlpool-equipped coin-op dry- 
cleaning center called “The Coin-O- 
Mat” at 335 North Main St., Glov- 
ersville, N. Y. 


Robert Hall and George Marchuck 
are the partner-owners of a new 
Laundercenter in East Hartford, 
Conn. 


Louis P. Arnos, who operates Fash- 
ion Cleaners in Albany, New York, 
opened his “Cleaning Village” in 
East Greenbush, N. Y. The $100,- 
000 building houses 28 washers and 
14 dryers, as well as 16 Norge nine- 
pound drycleaning units. 


— SOUTH — 

New additions to the list of Dutch 
Maid Franchised Coin-O-Matic 
owners include: Ed Bevel and Tom 
McCurren, who opened their fourth 
store in Mexico, Mo.; GilSam, Inc., 
Venice, Ill.; Lee Townes, Cape 
Girardeau, Mo.; George Urhahn, 
Fornfelt, Mo.; Ernest Howes, Pine- 
lawn, Mo.; Sloan A. Watkins, Jack- 
son, Mo.; Jerry Don Co., Moberly, 
Mo.; Mr. and Mrs. George 
Schlanker, Jonesburg, Mo.; Hell- 
mich’s Village Coin Laundry, Caho- 
kia, Ill.; and a fourth and fifth 
Lucke’s coin-op in Palmyra, Mo. 
and Hannibal, Mo. respectively. 


NEXT ISSUE: 
Directory of water heating and treat- 
ment systems. 


OPPORTUNITIES FOR ''YOUR OWN BUSINESS" 
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Associations Fre 
continued from page 6) 
in the event the ordinance is vio; firms 
lated. The Detroit association, re} are t 
ports Executive Secretary Donald} — jnfor 
E. Paquette, has petitioned for re-\  jmpo 
consideration of this ordinance. used 
The license fee is $10 for each busi-| Som 


ness location, but no license will be | o 
issued until the application for such | i 
business location has been approved 3. 


by the Fire, Police, Board of Health | 
and Buildings and Safety Engineer- > 
ing departments. Further, the} 5. 
license may be revoked if the owner 

allows “juveniles and persons of 6. 
shady character to congregate and 

loiter” or if the owner keeps the 

place unclean. The ordinance fur- \ A 
ther states that the laundry must be depe 
closed at midnight and remain} 4,. , 
closed until 7 a.m. unless an at 
tendant is on duty during these 
hours. 


> 


kno\ 
seric 
ques 
Sewerage Law 

An emergency ordinance ~NeCES: | 
sary for the preservation of the pub-| 
lic peace, safety, health and welfare 
of the City and for the further rea | 
son that the establishment of sewer} 
rates and charges is essential” has 
been enacted by the City of Massik 
lon, Ohio, reports the Seaway Coit } 
Op Association. The Association has 
been actively campaigning to have 
the legislature enact a fair law. “We 
do not want preferential treatment,’ 
reported Gene Ackerman, Associa 
tion executive, “but neither do we! 
want to be unfairly treated.” 

The ordinance requires that a . 
coin-op laundry pay $10 per ma 
chine per year for sewer charges. 0! 


Designed by men who know trampolining and 


manufacturing. The trampolin is the heart of the 
business. Boyt’s triple-lock stitch nylon web beds 
are built to last! 


The 
Manufacturing Outdoor Equipment since 1901 


Box 1355 





Write to: 


BOYT Co. 


Des Moines, lowa 
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firms “need” a product but unless they “want” it, they 
are usually slow to buy. Advertising provides product 
information and creates a product demand. It is 
important to find out what kind of promotion is being 
used to stimulate demand for the offered product or line. 
Some of the questions to ask are: 

|. Is product being advertised? 
Where? In what media? When? 
Is publicity being used to promote product? 
Where? When? 
4. Is ho!der charged for any of this? 
Does franchiser supply mat service, suggested 
commercials, leaflets, displays, etc? 
6. On what basis: cost, 50-50, imprint charge, free? 


Ww bho 


an 


WHAT ABOUT YOU? 

An experienced franchiser knows that his success 
depends on the ability of his holders. Their success is 
his success. Therefore, he is very much interested in 
knowing quite a lot about applicants who seem to be 
seriously interested in his product. He is going to ask 
questions concerning: 


continued on page 70 
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5 COLUMN 10c 
BOX VENDER 


BULK DETERGENT 
BLEACH VENDER 


5 COLUMN 10-20c 
BOX VENDER 


NOW-—A 
FULL LINE OF 
DETERGENT 
BLEACH 
VENDERS 
TO FILL ANY 
ia 
WRITE FOR 
FULL DETAILS 


2 COLUMN 10c 
BOX VENDER 
WALL MOUNTED 


TVG M Colt hta) 
5727 W. 36th 
COMPANY 


MINNEAPOLIS 


CIRCLE NO. 25 ON POST CARD 


2 COLUMN 20c 
BOX VENDER 
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16, MINN. 
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CLOTHES 
WILL YOU STEP OUT WITH US? 


For over 22 years, in a more or less condensed geographical area of United 
States, Thomson Chemical Co., has made and sold their products to an 
ever growing list of dealers and consumers. NOW!—ready to go in a much 
larger way, with real built-in quality, better service, and new sales helps, 
we ask your consideration and trial of these quality products, at our 
expense. Detergent, Heavy Duty Detergent, Dry Bleach (Oxygen); all have 
been big sellers, and now, a new member of the family takes its place 
with them. 


LAUNDR-EEZ 


Water Conditioner 


To our knowledge, this is the 
first Water Conditioner, in a 
dispensing machine packet. 


5c and 10c packets. 












|—Laundr-Eez Detergent— 
Looks different, feels differ- 
ent, smells different, dis- 
solves different, and washes 
on a different principle. 


aa 


2—Laundr-Eez Dry 
Bleach—An Onxy- 
gen Bleach, can 
not burn mate- 
rials, safe for all 
fabrics, wash 
and wear and 
Wash and Drip 
Dry, included. 


3—Laundr-Eez 
Heavy Duty De- 


tergent — For ee 
heavily soiled fer ertemehe 
work clothes. ett ne 
an 

4—Laundr-Eez male 


Water Condi- 
tioner — Use in 
wesh water, or in first rinse. 


: “more cay 
Makes water rain-water soft, Citi 
and helps stains and discolor- “2 sag 
_— 


ation disappear. nia 


ANNOUNCING!!! 


Continuation of Convention BLUE CHIP 
OFFER. For Coin-Op Distributors, and 


Dealers. Please reply on Letterhead. 
THOMSON CHEMICAL CO., LIMA, OHIO 
COIN-OP DEPT. 


PLEASE SEND ME ALL SAMPLES AND ALL INFORMATION ON BLUE 
CHIP ASSORTMENT. 


NAME 
ADDRESS 
CITY 


RT a ae VR 


ZONE STATE 


P.O. BOX 504 Beale) 
PHONE: CA 3-2075 


CIRCLE NO. 29 ON POST CARD 
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DIRECTORY OF C 





MIDWEST 


Commercial 
LAUNDRY and DRY CLEANING 
MACHINERY SALES 
5806 TROOST EM 3-1660 
KANSAS CITY, MO. 


For Information on 
The Fabulous 


Wi 


COIN OPERATED CLEANING 
AND LAUNDRY EQUIPMENT 
Call or Write Us Now! 

We Serve the Entire 
Western Missouri and 
Eastern Kansas Area 


LAUNDERWELL CORP. 
7142 Merrill, Lansing, Mich. 
Call or Write Us Now 
for information on the 


Great Features of 
"Matched Sets" 


| SERVICE 
PHIICO =. and SALES 


. SLD : for the area of 
MICHIGAN 


and OHIO 





NORGE Opens a Huge New Market with Coin 
Operated Dry Cleaning. One of America's 
most Fabulous eee Profit Opportunities 


has been Opened 


the New 


COIN OPERATED DRY CLEANER 
Today is the Day to Get Started 


ide for the First Time by 





We can give you all the details about the 
NORGE Drv Cleaner, NORGE Coin Operated 
Launderies plus how to get started. Don't wait! 
The opportunity is knocking right now! 


WRITE! PHONE! WIRE! 


RICH LAUNDRY MACHINERY COMPANY 


Authorized Norge Commercial Distributor 
MICHIGAN CHIO WISCONSIN 


1514 WEALTHY S.E., ROOM 214 
Grand Rapids 6, Michigan 
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Vending Supplies 


Calusa Chemical Packettes 


Calamatic Starch 
Calchlor Calbrite 
30-S Detergent Calmor 





Local Stocks 











SPEED WASH 


CZ 









The FRY BROTHERS Co. 


3600 Cardiff Ave. 
Cincinnati 9, Ohio 
TRinity 1-3600 
10131 Elk Ave. 415 E. Woodbine St. 


Cleveland 8, OhioLouisville 8, Ky. 
ULster 1-1055 MElrose 5-7435 















FRIGIDAIRE 


Award of Ulerit 


FOR OUTSTANDING 
CUSTOMER janioe 
FRIGIDAIRE oe 


Laundries . 


. Sales - Service 


“us OHIO © W. VA. © KY. 
. PENN. « IND. 







15 NW. PERRY ST. © DAYTON 2, OHIO 





A. B. BURNHAM CO. 


HARRODSBURG, IND. 
TA 4-9616 
Coin-Operated Laundry Distributor 
The Famous Launderama 
20 Ib. Commercial Washer 
Pioneer of Norge 
Coin Equipped Laundries 
WRITE OR CALL 


WE SERVE 
INDIANA — ILLINOIS — KENTUCKY 





CLEANING & LAUNDRY 
EQUIPMENT 
& 
SUPPLIES 


SO. DAKOTA 
SO. MINNESOTA 


NEBRASKA - 


IOWA - 


Cit ite 


1408 Harney, Omaha, Neb. 
220 New York, Des Mo'‘nes, lowa 





CHOICE LOCATIONS AVAILABLE 


1160 Merchandise Mart Chicago 


AMERICA'S LEADING | 
LAUNDRY APPLIANCE 


COMPLETE INSTALLATIONS 
ADD-ON EQUIPMENT 
REPLACEMENT EQUIPMENT 
EASY FINANCING 









13753 Ve 


oes 
F 


write or phone 


SPEED QUEEN DISTRIBUTORS 


i 
| 
| 







DElaware 7-4472 





SPE 


Exclusively Distributed by $0! 


LAUNDERERS We 
EXCHANGE | 
INC. 
1724 So. MacArthur | 
SPRINGFIELD, ILL. || | 


Branch Office 
7001 West North Ave. 
OAK PARK, ILL. } 


HUGHES EQUIPMENT CO.|| * 


5853 W. Division St. 


MA 6-8403 


CHICAGO, ILL. | , 


FRIGIDAIRE, —— 
LAUNDRY | 
STORES | 


SALES ||5O 
SERVICE || | 
PARTS | 


Specializing in 
Unimatic Transmissions 


Repair 
or Replacement 





WE SERVE THE | @ 


CHICAGO and mm 
MIDWEST AREA 
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ARDMOR COMPANY 
1501 SO. LA CIENEGA BOULEVARD 


Ley Spy 
5 




















AENT neg aae ee oa een eee 
SERVEASE CORP. 
ILABLE || 13753 Ventura Bivd., Sherman Oaks, Calif. 
TRiangle 3-4820 
FRIGIDAIRE 
TORS | COIN LAUNDRIES 
Chicogs | Excellent Locations Available 


SPEEDWASH COIN-OP 
LAUNDRIES 


We furnish everything 
SPEED QUEEN 


Washer Distributor 
ur Penna., N, J., Delaware, 
Maryland, Virginia, West 
Virginia, Washington, D. C. 


Hundreds of Stores Sold 


ve. EXPERIENCE COUNTS 
} _ Financing Available 
Call or Write: 
IT CO. BALTIMORE CHEMICAL 
A 68403 & EQUIPT. CORP. 


5329 Georgia Avenue, N.W. 
Washington, D. C. RA 6-2011 
YAIRE | 


IDRY | 
RES 
ES 










SOMETHING NEW 


Bishop Prefabricated Steel 


ICE | 
BUILDINGS 


TS 2 

|| for coin-ops, dry cleaners, etc. READY 
110 GO! 
Plumbing & Electric installed 


ns Financing Available 





NATIONAL DISTRIBUTOR 


|| BALTIMORE CHEMICAL 
‘| & EQUIPMENT CORP. 


ii 5329 GEORGIA AVE., N.W., WASH, D. C. 
‘ RA 6-2011 


— a 
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SOUTHWEST 














DEEP SOUTH 
Coin Laundry Equipment Dist. 


Est. 1946 


MAYTAG 


Commercial Washers & Dryers 


HAMMOND DRY CLEANING MACHINES 
AND WASHING-EXTRACTORS 


STANDARD Coin Changers 


HAMMOND COIN OPERATED DRY 
CLEANING MACHINE 


DONGIEUX'S 


145 Lorenz Bivd. P.O. Box 1174 
Jackson, Miss. 
PHONE: EM 6-2636 


COIN-OP 
HEADQUARTERS 


COMPLETE IN EVERY DETAIL 


FRIGIDAIRE WASHERS 
CISSELL AND HUEBSCH DRIERS 
WATER HEATERS 

COIN CHANGERS 

DISPENSERS 

BASKETS 

POPCORN VENDERS 

WASHING SUPPLIES 

PLANT LAYOUT 


P. O. BOX 1093, ROANOKE, VA. 
Phone: Diamond 4-3239 


LAUNDRI-COIN 
TROXLAR-SYSTEM 


DISTRIBUTOR FOR FRIGIDAIRE IN 
HOUSTON & GREATER GULF COAST AREA 
1310 ROOSEVELT, HOUSTON 12, TEXAS 

PH. WA 3-1728 


oF NTN ey. 


WESTERN CANADA 


COIN WASHER CO., LTD. 
150 West ist Ave., Vancouver, Canada 
TRinity 2-257! 






TIPPS EQUIPMENT 


Serving Western Texas & New Mexico 
with Better Brands of Quality Coin-Op 
Equipment 
1919 Avenue "’9"' Lubbock, Texas 


**PINKY'' COIN LAUNDRIES 


Please turn the page 
for more listings... 


MAKE THESE PAGES YOUR HEADQUARTERS ... 


- « « for keeping your name, your products, your 
message constantly before the important, ever- 
growing COIN-OP industry in your market area. 
This "Directory" is designed to help distribu- 
tors sell more effectively, to help COIN-OPera- 
tors buy more efficiently. For complete details 


and suggestions write COIN-OP Distributor Di- 


rectory, 10 East 40th Street, New York 16, N. Y. 


Our Service Department is always ready to give 
you a hand in the preparation of your advertise- 


ments. 


SOUTHEAST 





HAVNAER SUPPLY CO., INC. 
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THE Tae 


The “coin-oppiest” family in North Dakota is 
the claim made by the Peters. Mr. and Mrs. John 
Peters own an Econ-O-Wash in Bismarck. John 
Peter’s uncle owns a coin-op in Dickenson. Mr. 
Peter’s cousin, Fred, owns a coin-op in Hettinger, 
N.D. and his cousin Bob owns a coin-op in New 
England, N.D. To reduce building and mainte- 
nance costs, when any member of the family 
proposes to build a new coin-op, he uses the 
family’s standard set of specifications. Thus, all 
the Peter’s Family coin-ops are uniform. It seems 
that no matter where in North Dakota you go, 
there’s a Peter’s coin-op ready to serve you. 


The entire COIN-OP Magazine staff will be at 
Booth A-2 at the NID-A.I.L. exhibit at Philadelphia's 
Convention Hall, February | through February 5. 
Stop by and say hello. 
















NEW ENGLAND 
Coin Laundry Equipment Dist. 





















NOW AVAILABLE 
TO COIN-OPS 


The Revolutionary 1961 





| 
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continued from page 67 


1. Your character, personality, ability, health and 
experience. 
2. Your willingness to work, to be your own bogs, 
to direct others. 
3. Your family’s attitude and degree of moral | 
support. 
4. Your ability to pay for franchise, opening ex- | 
penses, family support. 
5. Your reputation as a good citizen who will bring | 
new strength to his firm. 
ONE LAST WORD | 
Investigate first. Don’t sign papers or put up money 
until you have discussed entire franchise offering with 


your lawyer, banker and family. Check with the Better | 
Business Bureau. Don’t accept verbal promises—get 
everything in writing. And when you find the right | 
opportunity, take advantage of it. 


This article was reprinted from The Small Business 

. e | 

Reporter, published by the Bank of America, Small | 
Business Advisory Service, San Francisco. 


— 





NORTHEAST 


LAUNDERCENTER 
INC. 
99 Madbury Road, Durham, N. H. 
UN 8-5559 


Get the FULL STORY on the 


ee 












Est. 1935 
MAYTAG DRY CLEANER & Ay PHILCO | 
Commercial Washers & Dryers LAUNDRY VILLAGE BENDIX “F BENDIX 
HOYT Dryers ¢ NATCO Boilers EXCLUSIVE BORG-WARNER Matched Set 
STANDARD Coin Changers 5 year financing (to 90°/,) Call or Write Us 








COIN-OPERATED 
AUTO. DRY CLEANING 


MAC-GRAY CO., INC. 
60 Albany St., Cambridge, Mass. 
UN 4-9760 


SUPPLIES & EQUIPMENT 
NORTON SUPPLY CO. 


11 Lafayette St. 
Providence 3, R. I. 
GAspee 1|-4404 
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Write, wire, phone or 
just drop in to see us 


Laundercoin Sales Corp. 
114 Montague Street, Brooklyn, N, Y. 
ULster 5-7658 


DUDS IN SUDS, INC. 


1455 Harrison Ave., Cincinnati, Ohio 
WA 1-1483 












ee 


now and see for yourself the Great Features 
. . « Efficient Operation — Satisfied Cus- 
tomers — Improved Store Appearance 


SERVICE-SALES for states of 
MAINE—N. HAMP.—VERMONT 












a 


COMPLETE SUPPLIES 
Serving New England 


SUPERIOR PRODUCTS CO., INC. 
50 Tufts Street 
SOMERVILLE 46, MASS. 
Phone 625-7110 


COIN-OP | 
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BBB Boosts C-O 
The National Better Business 
Bureau suggested that we contact 
you for information on the coin- 
operated laundry business. We re- 
ceive many inquiries from people 
who are contemplating an invest- 
ment in coin-operated laundries. 
We would appreciate any infor- 
mation that you could make avail- 
able. 
John D. Taylor, Manager 
Better Business Bureau 
St. Paul, Minn. 


Information from our research 
staff is available to all persons or 
groups interested in coin-op laundry 
or drycleaning businesses.—Ed. 


Wants All Info 


I would like information concern- 
ing the running of a coin-op. It 
appears that from reading your fine 
magazine there is a chance for a 
good profit and an excellent invest- 
ment for the future in coin-ops. 

Could you please furnish me with 
any information in connection with 
the cost of machines, anticipated 
profits, depreciation, financing, tax 
angles, etc. I am also very inter- 
ested in the franchise aspect of this 
coin-op business. 

I would greatly appreciate any 
and all information you may have, 
and would appreciate it if you circu- 
late my letter among the industries 
advertising in your magazine. 

Allan Lanzet 
Brooklyn, N. Y. 


We're sending you some back- 
ground data on the industry. In ad- 
dition, we're using this column as a 
means of alerting all our advertis- 
ers to your request. Your address 
will be made available to them upon 
request.—Ed. 


New Openings 
We appreciate the opportunity 
to publicize new openings in your 
fine magazine and wish to congrat- 
ulate you on its overall excellence. 
O. B. Gift 
Morris Equipment Co. 
St. Louis, Mo. 


FEBRUARY, 1961 


CLASSIFIED 


ADVERTISEMENTS 


RO NR 


CLASSIFIED ADVERTISING RATES: 
First insertion—-Light face type—lic 
per word. BOLD FACE CAPITALS— 
20c per word, 10% discount on 3 con- 
secutive tepeat insertions. EXCEP- 
TIONS — SITUATIONS WANTED: 
Light face type—5c per word. BOLD 


~FPeseseeee2e29 


FOR SALE 
SS MRT Si ATR eo = ORRIN aN 
Central Indiana Coin laundry. 30 Pieces of equip- 


including 10 double-load washers. 


SITUATION WANTED 
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operation and maintenance would like to represent 
your firm in Pacific Northwest. Write: RUSS KOPAK, 
3925 W. Dawson Seattle 16 Washington, Phone 
West 5-3338. 
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WANT TO BUY 
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anage Store. Write; P.O. Box 63 Kemper, Illinois. 


SALESMEN WANTED 


, wonderful oppor- 
tunity. For details Write: Slanker Launderette Sales, 
Medora, Illinois. 


MISCELLANEOUS 


Will teach basic dry cleaning course for Coin-op 
cleaning managers. Write Wennstrom's Cleaners, 
Gooding, Idaho. 


COIN OP Cleaning. We have operating in Vir- 
ginia several coin dry cleaning machines for your 
inspection. We are taking orders and making de- 
liveries on these machines. Write, wire or phone, 
Valley Sales, Harrisonburg, Virginia. 








Rebuilt pumps for Maytag washer exchange $3.50, 





and guaranteed. For information write P.O. Box 
955, Nampa, Idaho, 
Change Makers, Coin Counting Wrapping Ma- 


chines. New and Used Coin-Matic Products Co., 
656 Broadway, New York, N.Y. 





Heavy Fiberglass Chairs, virtually indestructible— 
Adult size—Slight blemishes—Neo Classic—Wrought 
iron legs—White, Black, Coral, Aqua or brown— 
$8.25 each or 7.50 in lots of 10—Supply limited— 
Cash or 20% down & balance C.O.D. H. A. Firari, 
Queens-way Sales Co., 


Box 85, Portage, Wisc. 










FOR TOP RESULTS— 
COIN-OP CLASSIFIED ADS 
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FACE CAPITALS—10c per word. Mini- 
mum charge on all: $2.50 per insertion. 
Add the cost of 10 werds if a box num- 
ber is used. 


must accompany er. 
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SERVICES & SUPPLIES 


CONSULTANT & MAINTENANCE SERVICE—Siurveys 
conducted for construction, purchase or trouble- 
shooting of quick-service, attended or coin-op plants. 
Complete information supplied: from location study 
to layout and installation. Service contracts avail- 
able for equipment maintenance & repairs. Rubin R. 
Braun, Consultant. Harry Cohen Associates, 745 
Fifth Avenue, New York 22, New York. Telephone 
Eldorado 5-1353. 





Out of order cards—$i0.00 Per 1000 prepaid. Send 
check with order, DeLuxe Service Box, 947 Church 
St., New York 8, N. Y. 


BUSINESS OPPORTUNITIES 


"Central Indiana Coin-Operated Laundry. Ten 
double-load and four small washers, two extractors, 
four dryers, other equipment. Busy state highway, 
adequate parking. Cash price only $10,000." Box 
101, THE WORLD, 10 East 40th St., New York 16, N.Y. 


MACHINERY FOR SALE 


Fifteen new washers of widely used brand. $150.00 
each for used, $175 for new. Huber Laundries. 
Clarksville, Me. 





10 Brand new Blackstone coin operated washers will 
seil below cost. Write: L. Heis, 323 Hudson Street, 
Hackensack, N.J. 





LAUNDRYALL 1961 agitator model washers and 
dryers for new installations and replacements, 12 Ib. 
and 25 Ib. capacity washers, 10 Ib. and 60 Ib. 


capacity dryers. Top trade in on your old equip- 
ment. Your choice of fluid drive transmission or 
coaxial transmission. L. Heis, Laundryall Corp. 
323-325 Hudson Street, Hackensack, N.J. 


Forse | girl shirt unit with Comp. & Milnor washer. 
Electric heated and in excellent condition Call or 
Write: Victor Coin-Op Victor, New York WA 4-2635 
9 AM to 6 PM. 


HELP WANTED 


WANTED: Regional Manager for Eastern 
with complete knowledge of commercial 
and/or dry cleaning equipment. Forward complete 
background of experience and references. All par- 
ticulars will be held in strict confidence. Marquette 
Corporation, 307 East Hennepin Avenue, Minne- 
apolis, Minnesota. 
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in unity there is strength! 


YOU WILL PROFIT THROUGH MEMBERSHIP 
IN YOUR LOCAL ASSOCIATION 


® ENJOY THE PROTECTION and 
service that mutual association and 
organization can provide. 


e ENJOY THE SATISFACTION of be- 
identified with other 


ing actively 
leaders in promoting 


e ENJOY THE BENEFITS of belonging 
to an organization created to pro- 
mote your welfare. 


e ENJOY THE BENEFIT OF exchang- 


; lems. 
the well-being 


ing opinion on mutual business prob- 


of the quick-service—coin-operated © ENJOY ADVICE on problems per- 
taining to taxes and finance. 


laundry business. 


CONTACT YOUR LOCAL ASSOCIATION DIRECT 


ARKANSAS 


M. K. Baker, President 

Arkansas Coin Laundry 
Association 

P. O. Box 3356 

Forest Park Station 

Little Rock, Arkansas 


CALIFORNIA 
George Gishel 


Exec. Secy. 

Eastbay Automatic 
Laundry Association 

1880 Solano Avenue 

Berkeley, California 


CONNECTICUT 


1. A. Lehrer, Attorney 
Connecticut Self-Service 
Coin-Operated 
Laundry Association 
983 Main Street 
Hartford 3, Connecticut 


FLORIDA 
G. O. MeMillin, 


Secy-Treas. 
Coin Laundry Operators 
Association of Florida 
1203 Willow Lane West 
Cocoa, Florida 


GEORGIA 

Leon W. Blythe 

Coin-Op Laundries 
Association of 
Columbus 

P. O. Box 5304 

Columbus, Georgia 


ILLINOIS 


Adolph Klein, President 
Midwest Association of 
Automatic Laundry 
Stores of Chicago 
134 North LaSalle Street 

Chicago 2, Illinois 


IOWA 


Mrs. Don Proudfit, Secy 

lowa Coin Laundry 
Association 

2727 Guthria 

Des Moines, lowa 


INDIANA 


Bill Watkins, Secy-Treas. 
Indiana Quick-Service 
Laundry Association 
1027 John Street 
Anderson, Indiana 


KANSAS 


William Drumond, Jr., 
Secy-Treas. 

Mo-Kan Coin-Op 
Owners Association 

1813 Central Avenue 

Kansas City 2, Kansas 


MARYLAND 


Charles B. Milstein, Esq. 
Coin-Op Laundry Asso- 
ciation of Maryland 

403 East 25th Street 
Baltimore 18, Maryland 


MASSACHUSETTS 


G. L. Rayner, Manager 

Coin-Op Laundry 
Division 

Massachusetts Laundry- 
owners’ Association 

20 Providence Street 

Boston 16, Massachusetts 


MICHIGAN 


Les Cheeseman 
Secy-Treas. 
Michigan Automatic 
Laundry Association 
625 Sunnyside Drive 
Cadillac, Michigan 


D. E. Paquette 
Exec. Secy. 
Coin-Operated Self- 
Service Laundry 
Owners Association 
2130 Dime Building 
Detroit, Michigan 


NEW JERSEY 


Samuel Supnick, 
Aitorney 

Coin-Op Laundries of 
South Jersey 
716 Market St. 

Camden, New Jersey 


NEW YORK 


Bill Ferber, President 

American Automatic 
Laundry Foundation 

6 East 45 Street 

New York, New York 


OHIO 


Richard Gonda, 
Attorney 

Coin-Op Association 

75 Public Sq. 

Cleveland, Ohio 


Gene Ackerman 

Seaway Coin-Op 
Association 

111 Portage Trail 

Cuyahoga Falls, Ohio 


TEXAS 


Robert K. Eason, President 

South Texas Coin- 
Operated Laundry 
Association 

107 Barrett Place 

San Antonio, Texas 


NEW ASSOCIATIONS WILL BE LISTED HERE 
AS SOON AS THE INFORMATION IS RECEIVED 


CONTACT YOUR 


LOCAL ASSOCIATION DIRECT 


For Suggestions on Forming an Association write: 


The Editor, COIN-OP, 10 East 40th St., New York 16, N. Y. 
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Maximum Security Change-Makers combine new 
security, convenience and flexibility with the proven 
operating dependability of Standard’s manual change 
units. All new 3/16” steel cabinets with quadruple lock- 
ing mechanism, and new type 1961 actuators provide 
. maximum protection against every known type of bur- 
glary or vandalism. 
NO VAULTS NEEDED. Change units and vault-type protection complete in one 
rugged 3/;, inch steel cabinet. No vaults or padlocks needed. 
UNDERWRITERS’ LABORATORY APPROVED LOCKS. Changer door securely locked 
with two internal screw-type locks and two UL approved key locks... 
case hardened, double tumbler systems and restricted keys. 
)PTIONAL BURGLAR ALARM. Compact battery operated burglar alarm available 
as optional accessory equipment on all models. 
NEW FRONT LOADING AND EASIER SERVICING. Independent change units simply 
tilt forward or pull out for loading and service. 
PENDABLE MANUAL OPERATION. Simple mechanical mechanism. No motors, 
solenoids, complicated wiring, relays or switches. 
AODELS TO CHANGE ANY 1, 2 OR 3 COINS INTO ANY POSSIBLE COMBINATION 
OF CHANGE. Up to $420 in capacity. 
ACH UNIT SEPARATE. Separate coin slot, large, separate cash box, and easy-to- 
reach “hand-width”’ return coin tray for each change unit. 
SUILT-IN OR WALL MOUNT CABINET DESIGN. Attractive cabinet may be built in 
wall or common front, or mounted on wall, stand or post. 
-OLORFULLY FINISHED. Available in 3 standard colors (grey, green or beige) with 
big “CHANGE” decal and easy to understand instructions. 
STANDARD CHANGE-MAKERS, INC. 
422 E. New York Street + Indianapolis 2, Indiana 
+ 
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Triple Maximum Security Change-Maker 


recommended by everyleading automatic washer manufactu;. 


Satisfies your customers as it protects your washers 


4 


J cleanest possible washes 
] in automatics 


Here’s why Dash —the detergent created especially 
for your automatics —belongs in your store 


Because safe, low-sudsing Dash was 
made especially for automatics, it will help keep your machines 
service-free longer. That's because Dash cleans clothes with a 
safe suds level that guards against clog-ups and slow-downs. 


es} Customers can now buy low- 
sudsing Dash right in your store instead of bringing a detergent 
from home. And you can be sure these handy packages will be 
in demand. For Dash—the fastest growing laundry detergent .° ont 
is already a great favorite with automatic users. MANAGER, Bulk Soap Sales Dept 


The Procter & Gamble Distributing @ 


Each ample Dash package contains 
p = P.O. Box 599, Cincinnati 1, Ohio 


a pre-measured amount to produce sure cleaning for one wash- ' 
ing in a top loading machine; or for two washings in a front Please rush me full information on Coin Vended Dash & 
loader. Your customers are satisfied only with a thorough wash and this new dispenser. 
job. And every day on nation-wide TV women are pre-sold 


. . . Name 
that Dash gives them the cleanest possible wash in an automatic. ” 





—holds 72 cartons, Address ———________—_—— 
wall-mounted with pylon type legs. Cool-water blue enamel. Sturdy 
welded construction. 20” wide x 10” deep x 71” high. Package Size— 
25%" x 1%" x 442". Ce a, 
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